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Premium  Online  Sales  Tools 
for  Premium  Online  Revenues 


Our  affiliates  are  already  getting  $95  for  real  estate,  $30  for  vehicle,  $75  for  job  and 
rental,  and  $9.50  for  merchandise  listings  online.  Would  you  like  to  join  them? 


Our  Products 

•  AutoMall  -  the  dealer  showroom 

•  Realty  Mall  -  the  real  estate  gallery 

•  JobMall  -  the  employer  job  fair 

•  Premium  Online  Classifieds  - 
the  searchable  marketplace 
(includes  pictures) 
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The  Benefits  PHIk 

•  fully  managed  solutions  -  we  manage  ill-HEr 

the  technology,  vendors  manage  content 

•  low  startup  costs  - 

•  low  risk  revenue  share  model  I 

•  unique  niche  solutions 

•  market  and  media  exclusivity 

•  branded  for  you,  runs  from  our  servers  in  a  frame  on  your  site 

•  makes  you  the  destination  of  choice  for  transportation,  real  estate 
and  employment  decisions 

•  auto-aggregation  of  classifieds 

•  additional  monthly  sponsorship  opportunities 

•  up  and  running  and  generating  cash  in  as  little  as  ^ 

24  hours 


Elt*  (1077  bstmos) 


(49  ksttngs] 


What  You  Get 

•  comprehensive  sales  kits,  training  and  support  for  inside 
and  outside  sales  forces 

•  onsite  “kickstart”  program  to  bond  and  blitz  your 
market  with  your  sales  team 

•  real  time  stats  of  traffic,  listings  and  commissions 

•  secure  e-commerce  -  system  handles  all  transactions  via 
credit  card 


Another  reasMt  to  kst  your  home 

with  a  Realtor 


Real  Estate  (Residential  -  Resale) 


3701  Goheen  PI. 


To  find  out  how  much  our  programs  can  generate  for  your 
paper,  call  or  email  us  today  at  solutions@buyandsellitall.com. 
A  representative  will  contact  you  with  further  details  and  terms, 


finally  start 
making  money 
with  your  web  site 


buyandsell  itall.com 


premium  online  revenue  generating  tools, 


22LaRoseAve.  Units,  Toronto,  Ontario,  Canada  M9P  1A5  •  Tel:  (416)  249-4049  •  www.buyandsellitall.com 
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As  A  FORMER  KnIGHT  RiDDER 
employee  (1979-1986),  I  read 
with  interest  Tony  Ridder’s 
attempt  at  justification  for  the  recent  cor¬ 
porate  meanderings  of  what  was  once  a 
proud  information  company  [“A  new 
Knight  Ridder,”  May  14,  p.  14]. 

I  find  myself  in  a  unique  position  to 
comment.  I  worked  as  a  reporter  and 
editor  in  my  nine  years  with  Knight 
Ridder,  and  later  moved  to  work  with  Lee 
Enterprises  Inc.  in  Billings,  Mont.  The  fi¬ 
nal  three  years  of  my  newspaper  career,  I 
made  the  leap  to  marketing  to  learn  an¬ 
other  side  of  the  operation.  This  Febru¬ 
ary,  Lee  followed  Knight  Ridder’s  lead, 
and  I  was  caught  in  a  large  layoff. 

So,  I  now  find  myself  gladly  employed 
in  another  industry,  largely  because  the 
newspaper  “business”  no  longer  exists. 
Newspapers,  by  themselves,  haven’t 
existed  as  a  thriving  business  dedicated 
to  community  journalism  over  corporate 
greed  since  the  mid-1980s.  Only  those 
few  companies  that  recognized  they  were 
now  in  the  “information”  business  are 
still  making  progress.  Dinosaurs  such  as 
Knight  Ridder  —  which  proved  it  didn’t 
have  the  stomach  to  figure  out  the 
Internet  business  —  will  continue  to  cut 
off  their  limbs  until  only  a  smirking, 
empty  head  remains.  Publicly  traded 
newspaper  companies  will  never  allow' 
themselves  to  be  less  than  25%-margin 
businesses,  and  the  true  master  will 
alw'ays  be  the  whim  of  stockholders, 
never  the  needs  of  the  communities 
Tony  Ridder  claims  so  boldly  to  serve. 

For  those  of  you  still  in  the  newspaper 
management  ranks:  ask  yourself  if 


you  can  remember  the  last  time  a 
management  meeting  included  a 
discussion  on  improving  the  news 
content  of  the  paper.  Tony  Ridder’s 
weak  arguments  against  the  bold 
stand  taken  by  former  San  Jose  (Calif.) 
Mercury  News  Publisher  Jay  T.  Harris 
sound  exactly  as  they  are  —  the  whining 
pleas  for  understanding  from  a  “paper 
general”  who  was  bom  to  his  position 
and  now  sees  his  time  on  top  coming 
to  an  end. 

MIKE  CAST 

Billings,  Mont. 


NEWmANOINK 


1WAS  SURPRISED  TO  SEE  NO 

reference  to  NewsStand  Inc.  in 
Wayne  Robins’  story  on  “No 
more  free  lunch”  [May  21,  p.  12].  This 
despite  the  fact  you  made  this  company’s 
announcement  of  a  five-year  partnership 
with  The  New  York  Times  your  “Page 
One”  story  on  Feb.  26. 

Newsstand  provides  an  alternate 
delivery  mechanism  to  publishers  that 
saves  newsprint  and  deliverv'  costs  and 
also  helps  in  market  extension. 

STUART  GARNER 
EXECUTIVE  CHAIRMAN 
New  sstand  Inc. 
Austin,  Texas 

CORRECnON 
In  a  story  about  U.S.  newsprint 
consumption  in  March  (“Newsprint  use 
plummets  13.3%,” May  28,  p.  7),  the 
quotations  in  the  last  sentence  were 
misattributed.  They  should  have  been 
attributed  to  Bernard  Bottomley,  former 
newsprint  buyer for  the  Times  Mirror  Co. 


- 50  YEARS  AGO  - - 

NEWSPAPERDOM®  FROM  EDITOR  &  PUBLISHER 


JUNE  9,  1951: 

An  effort  to  eliminate  or  reduce 
the  proposed  $10-a-ton  increase 
in  the  price  of  newsprint,  which 
would  cost  the  U.S.  newspaper 
business  more  than  $50  million  a 


year,  will  be  made  Tuesday  under  believed  to  be  the  second-largest 


the  auspices  of  the  U.S.  Office  of 
Price  Stabilization. 

On  Memorial  Day,  the  Cincinnati 
Times-Star  published  what  is 


amount  of  advertising  ever  placed 
by  a  single  advertiser  in  one 
newspaper  in  a  single  day  —  the 
equivalent  of  37  standard-size 
newspaper  pages. 
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SaaNER  QR  LATER, 

YOU ’LL  WISH  IT 

WAS  A  TKS  . 


Sooner  or  later,  you'll  wish  for  a  press  with  127  years  of  experience  behind  it.  And  state-of-the-art 
technology  inside  it.  Capable  of  running  up  to  85,000  CPH  while  delivering  higher  quality.  Easily  and 
quickly  serviced,  but  rarely  in  need  of  attention.  Built  to  the  highest  engineering  and  construction 
standards  — reflected  in  reduced  downtime,  stoppages  and  waste.  A  machine  with  the  stamina 
to  stay  in  service  for  at  least  30  years  — a  full  decade  beyond  what  you  could  wish  for  in  a  press. 

But  why  merely  wish  for  a  press  with  such  lasting  qualities?  Make  your  next  investment  a  TKS. 


shaftless  product  line 
has  taken  shaftless  to 
the  next  level  of  durability  and 
simplicity.  This  is 


•  Double-width  press 

•  Couple-to-couple  or  unit-drive  shaftless  tower 

•  Super  Drive  System  (SDS)  -  Printing  speeds  up  to  85,000  CPH 

•  Configurable  for  flying  plate  and  page  changes 

•  New  generation  shaftless  motors 

•  Anti-fan-out  rollers  between  each  printing  impression 

•  Digital  ink  pump  or  open  fountain  inking 

•  Jaw  folders  and  split-arm  RTPs 

•  Wide  range  of  web  widths  and  cutoffs 

•  Towers  can  be  added  to  existing  press 


1201  Commerce  Drive 


Richardson,  Texas  75081 


800-375-2857 


fAx;  972-437-5858 


email:  sales@tkspress.com 


www.tksusa.com 
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one  reason  why  over  1,100  cou¬ 
ples  have  been  sold  in 
the  last  year  alone. 
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Norske  Skog 
Canada  (NSC) 
said  its  two  newsprint 
mills  will  match  by 
mid-July  the  24,000 
metric  tons  of  pro¬ 
duction  already  cut  in 
the  second  quarter. 

Assuring  further 
downtime  will  be  tak¬ 
en  as  needed,  CEO 
Russell  J.  Homer  said 
that  despite  hurting 
short-term  earnings, 
“it  is  a  more  prudent 
approach”  than 
expensive  inventories 
or  “unacceptable” 
prices.  The  company, 
he  added,  intends  to 
hold  newsprint  inven¬ 
tories  at  their  current 
“historical  lows.” 

NSC’s  majority 
owner,  Norske  Skog, 
Oxeneen,  Norway, 
will  pay  Finnish  paper 
giant  UPM  Kymmene 
1.1  billion  euros  for  a 
German  magazine  pa¬ 
per  mill  and  a  Dutch 
newsprint  and  super- 
calendered  paper  mill 
that  UPM  will  acquire 
as  part  of  its  pur¬ 
chase  of  Germany’s 
G.  Haindl’sche  Pa- 
pierfabriken,  which 
claimed  to  be  “the 
world’s  second- 


who  has  found  about  $1  million  in  savings  since  Jan¬ 
uary  via  small,  day-to-day  cutbacks.  “There  are 
things  that  have  become  an  acceptable  way  to  do 
business,  but  that  you  don’t  need.”  His  frugality  has 
led  to  cutbacks  in  such  areas  as  cell-phone  use, 
overnight  mail,  and  travel  to  industry  conferences. 
He  said  that  overnight-mail  savings  alone  will  top 
$100,000  after  12  months.  As  summer  approaches, 
the  Newsday  publisher  also  is  giving  the  paper’s  elec¬ 
tricity  use  the  once-over,  seriously  considering  turn¬ 
ing  out  some  newsroom  lights  when  things  get 
hotter.  “I’m  going  to  see  if  we  can  reduce  power  by 
turning  off  every  other  fluorescent  lamp,”  he  said. 
“We  need  to  see  if  it  will  make  a  difference.” 

Jansen’s  efforts  are  similar  to  those  at  dozens 
of  other  newspapers,  w'here  many  publishers  are 
eschewing  major  cutbacks  in  favor  of  bit-by-bit 
decreases  aimed  at  behind-the-scenes  spending. 

“When  economic  impacts  force  it,  you  look  at  do¬ 
ing  things  another  way,”  said  Jim  Hopson,  publisher 
I  •  of  the  Madison-based  Wiscon- 

P  3'  •••  sin  State  Journal,  which  has 

itcnin^  W'0  contracted  out  its  telemarket- 
.  .  .1  I  ing  program  to  save  overhead 

^  ISIDIG  costs.  “We’re  paying  very  close 

attention  to  everything.” 

At  the  Tulsa  (Okla.)  World, 

NDY  ZOMPARELLI  President  Robert  E.  Lorton 
The  Roanoke  (Va.)  Times 

The  Tampa  (Fla.) 

^ _ )w-  - Tribune:  Half  a 

T  r_,'  -  '  page  is  better  than 

'  -.  r'*  -.  one,  unless  it’s 

:  ■ '  ~  ■  -‘  supported  by  ads. 


With  the  ad  party  over,  execs  turn  out 
lights,  hold  the  phone,  and  absolutely, 
positively  won’t  send  things  overnight 

BY  JOE  STRUPP 

Heading  into  summer  after  months  of 
industry  belt-tightening,  newspaper  pub¬ 
lishers  are  searching  more  than  ever  for 
innovative  ways  to  slash  costs,  an  informal  E^P 
survey  shows. 

Seeking  to  avoid  severe  staff  or  news-hole  cuts, 
many  executives  are  implementing  a  variety  of 
budget  cuts,  ranging  from  reduced  newsroom  light¬ 
ing  to  pooled  coverage  of  sporting  events. 

“There  are  expenses  you  don’t  think  about  when 
the  finances  are  all  right,  but  now  you  have  to  look  at 
them,”  said  Ray  Jansen,  publisher  of  Newsday  in 
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largest  producer  of 
low-cost  newsprint.” 
-JIM  ROSENBERG 

lA.  times; 

N0STRIN6S 

The  Los  Angeles 
Tinies’  online 
operation  is  going  to 
“recycle”  news  and 
classified  advertise¬ 
ments,  wirelessly. 

Lx>s  Angeles  Times 
Interactive  released 
Thursday  two  wireless 
applications; 
latimes.com,  which  in¬ 
cludes  all  of  the  Web 
site's  editorial  content, 
and  Recycler.com  To 
Go,  a  version  of  the 
Recycler  Classifieds 
newspaper  and  its 
Web  site,  which  have 
more  than  100,000 
classified  ads. 

Both  are  now  avail¬ 
able  to  Web-  enabled 
phones,  PocketPCs, 
RIM  Pagers,  and  Palm 
wireless  devices. 

Since  the  systems 
automatically  recog¬ 
nize  user  preferences, 
the  partners  hope  to 
make  money  by  en¬ 
abling  advertisers  to 
send  finely  tuned  mes¬ 
sages  to  potential  cus¬ 
tomers. 

-  WAYNE  ROBINS 

N0T-S0-6REAT 

CHICACQHRE 

The  snakebit  Goss 
Newsliner  press¬ 
es  at  the  Chicago  Sun- 
Times’  new  production 
plant  can’t  catch  a 
break:  An  electrical 
fire  in  the  middle  of 
the  May  26  pressrun 
shut  down  two  presses 
and  forced  evacuation 
of  all  80  workers.  The 
presses  were  fixed  in 


found  about  $100,000  in  monthly  savings  by  cut¬ 
ting  the  use  of  an  outside  firm  that  had  been  selling 
discount  subscriptions  by  phone,  instead  using 
house  ads  and  direct  mail  to  make  the  pitch.  He 
saved  another  $25,000  a  month  with  a  reduction  in 
the  youth  “door  crews”  that  go  house  to  house  sign¬ 
ing  up  new  subscribers.  “We  have  kept  ourselves 
from  layoffs  or  [full-time]  job  cuts  this  way,”  he  said. 

For  those  who  run  The  Roanoke  (Va.)  Times, 
budget  reductions  have  meant  a  six-month  defer¬ 
ment  in  raises  for  the  paper’s  10  top  executives,  ac¬ 
cording  to  President  and  Publisher  Wendy 
Zomparelli,  who  added  that  rank-and-file  staff 
would  still  get  their  scheduled  3%  pay  hikes.  “We 
wanted  to  do  something  to  show  employees  that 
we’re  not  exempt  from  the  pain  ourselves,”  Zompar¬ 
elli  said.  “Our  philosophy  is  that  the  belt-tightening 
we  do  should  be  invisible  to  customers.”  The  Times, 


owned  by  Landmark  Communications  Inc.  of  Nor-  i  [ 
folk,  Va.,  also  has  planned  more  pool  coverage  of  j  | 
area  sports  events  with  sister  papers  in  Norfolk  and  | 
Greensboro,  N.C.  1 1 

The  Tampa  (Fla.)  Tribune  has  reduced  costs  by  j  j 
eliminating  single-copy  sales  in  outlying  areas,  such  j  | 
as  Gainesville,  Ocala,  and  other  Florida  cities  north 
of  Tampa,  said  Publisher  Reid  Ashe.  He  decided  that 
the  4,000  or  so  copies  that  were  being  sold  at  news  ; 
racks  there  were  not  worth  it.  “It  was  something  that 
had  always  been  done,  but  that  we  could  stop,”  said 
Ashe,  who  declined  to  cite  exact  figures  on  savings. 

“It  was  a  substantial,  six-figure  amount.”  The  Tri¬ 
bune  also  trimmed  costs  earlier  this  year  by  institut¬ 
ing  a  half-page  width  for  some  classified  ad  pages,  j 
Rather  then  spend  money  to  fill  a  half-page  with  a  | 
house  ad,  the  paper  began  cutting  the  page  size  I 
lengthwise  by  50%.  11  1 


Death  Of  estate  tax  to  be  Slow 


Weeklies  most  likely  to  feel  impact 


BY  LUCIA  MOSES 

CHAMPIONS  OF 

family  news¬ 
paper  ownership 
can  claim  victory  now 
that  the  estate  tax  will 
be  phased  out  by  2010 
under  the  $1.35  trillion 
tax  cut  set  to  be  signed 
by  President  Bush  this 
week.  Or  can  they? 

Repeal  comes,  but 
with  caveats.  The  top 
rate,  which  at  55% 
has  been 
blamed  for 
the  demise  of 
family-owned 
businesses,  still 
wouldn’t  fall 
below  45%  until 
2010,  while  the 
exemption  level 
would  rise  to  only  $3.5 
million  from  $675,000 
over  eight  years. 

Finally,  in  a  bizarre 
quirk,  the  estate-tax  pro¬ 
vision  sunsets  in  2010, 
leaving  it  to  evaporate 
in  2011  unless  Congress 
acts  to  restore  it.  By 
then,  the  political  and 


economic  winds  may 
have  shifted,  leading 
lawmakers  to  rescind  the 
repeal  and  other  parts  of 
the  tax  cut.  Opponents 
of  the  repeal  have  al¬ 
ready  vow  ed  to  wage  a 
year-by-year  fight 
against  the  phase-out  of 
the  estate  tax ,  which 
wasn’t  a  political  slam- 
dunk  to  begin  with  be¬ 
cause  it  benefits  the  rich. 

Even  the  reduced  rate 


of  “45%  is  still  way  too 
high,  and  the  exemption 
isn’t  large  enough  to  pass 
on  [a  newspaper],”  said 
Dave  Lord,  president  of 
Pioneer  Newspapers  in 
Seattle,  who  has  fol¬ 
lowed  the  repeal  process. 

Like  others.  Lord  had 
hoped  to  save  on  tax 


insurance  and 
consulting  ex¬ 
penses.  Now, 
he  said,  “I 
don’t  see 
significant 
savings  at 
this  point.” 

But  Frank 
Blethen,  pub¬ 
lisher  of  The 
Seattle  Times  and  long-  | 
time  leader  of  a  pro-re-  ! 

peal  coalition,  called  the 
outcome  a  victory,  con-  | 
sidering  the  opposition;  ! 


“The  practical  reality  is 
the  choices  we  had  were 
this  or  nothing.” 

Blethen  said  while 
the  bill  does  little  in  the 
short  term,  the  estate- 
tax  measure  and  the 
lobbying  that  preceded 
it  provide  a  strong  foun¬ 
dation  for  future  efforts 


to  further  scale 
back  the  rates 
and  raise  the 
exemption 
level.  “I  think 
it’s  a  much 
easier  issue 
now  that  we 
can  talk  about 
the  economy 
and  job  bene¬ 
fits,”  he  said. 

By  and  large,  newspa¬ 
per  owners  won’t  catch  a 
break  in  estate  planning. 
“I’ve  already  done  as 
much  planning  as  I 
can  through  the 
normal  methods,” 
Wyatt  Emmerich, 
third-generation 
owner  of  Emmerich 
Newspapers  Inc.  in 
Jackson,  Miss.,  said 
recently.“Congress 
may  repeal  it  one  year 
and  then  reinstate  it  the 
i  next  year,  so  I  think  a  lot 
,  of  people,  like  me,  are 
'  kind  of  skeptical.” 

Even  if  the  repeal  took 
effect  immediately,  it 
would  be  unlikely  to  im¬ 
pact  sales  activity,  which 
is  dominated  by  groups 


The  tax  bill  does  lo’wer  the 
estate-tax  rate,  but  “45% 
is  still  way  too  high,  and 
the  exemption  isn’t  large 
enough  ...  ”  —  dave  lord 

Pioneer  Newspapers 


Ken  Allen 

NNA 
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today  anyway.  Indepen¬ 
dently  owned  papers 
make  up  18%  of  all 
dailies,  but  accounted 
for  only  6%  of  the  dailies 
sold  last  year,  according 
to  Dirks,  Van  Essen  & 
Murray,  a  Santa  Fe, 
N.M.-based  brokerage 
that  tracks  newspaper 


sale  activity.  And  other 
reasons  factor  into  a 
family’s  decision  to  sell, 
namely,  the  price  a  buy¬ 
ers  is  willing  to  pay  and 
noninterest  in  news¬ 
paper  publishing. 

“Far  and  aw'ay,  the 
biggest  issue  is  the  lack 
of  interest  by  successor 


generations,”  Richard  K. 
Larson,  chairman  of 
Swift  Newspapers,  a  sec¬ 
ond-generation  family- 
run  group  in  Reno,  Nev. 
“I  think  it’s  rare  where 
[the  estate  tax]  is  the 
sole  factor.”  Weeklies 
may  feel  a  bigger  impact 
since  they’re  more  likely 


to  be  family  owned.  Ken 
Allen,  CEO  of  the 
National  Newspaper 
Association,  which 
represents  3,500 
small  papers,  mostly 
nondailies,  said  weeklies 
have  been  selling  rapidly 
in  recent  years,  often 
due  to  the  estate  tax.  11 


Go  West,  joung  newspapers 

Publishers  of  two  new  papers 
seek  to  blaze  their  own  trails 


BY  JOEL  DAVIS 

SACRAMENTO,  CALIF. 

HINK  LOCAL,  THINK  SMALL,  THINK  WEST. 

That  seems  to  be  the  trend  among  newspajier 
startups  in  this  sluggish  economy,  with  a 
daily  making  its  debut  in  Denver  and  a  semi¬ 
weekly  launching  in  Hemet,  Calif.  The  smallish 
papers  —  each  reljing  heavily  on  a  print  rather 
than  a  cyberpresence  —  come  in  the  wake  of 
Robert  B.  Pamplin  Jr.’s  semiweekly  Portland 
(Ore.)  Tribune  launch  in  February. 

The  Denver  Daily  News,  a  free, 
eight-page  tabloid,  hit  the  streets 
May  10.  Funded  by  Jim  Pavelich  and 
Dave  Price,  co-publishers  of  the  free 
Palo  Alto  (Calif.)  Daily  News,  it  so  far 
has  a  staff"  of  three  and  a  distribution 
of  1,500.  It  offers  Denver  news  and 
WOOS  smaller  advertisers  wfto  can’t  af¬ 
ford  buys  in  The  Denver  Post  or  Rocky 
Mountain  News,  which  have  upped 
rates  since  becoming  a  joint  operating 
agreement  juggernaut  Jan.  22. 

“DowntowTi  Denver  is  our  market,” 
said  Editor  and  Publisher  Mike 
Kirschbaum,  34.  “There  are  people 
who  for  a  long  time  have  not  been  able 
to  advertise  in  the  major  metro  papers 
here,  and  we  want  to  give  them  an 
option.  And  it  gives  readers  a  way  to 
get  their  news  without  dropping  50 
cents  into  a  news  rack  or  spending 
whatever  it  costs  for  a  year’s  subscription.” 

While  the  launch  comes  in  the  wake  of  a  dramatic 
increase  in  ad  rates  by  the  Denver  Newspaper 
Agency  (DNA),  the  business  arm  of  the  Post  and 
News,  Kirschbaum,  who  declined  to  cite  the  startup 
costs  (apart  from  “It’s  not  cheap”),  said  he’s  been  try¬ 
ing  to  make  the  Denver  Daily  News  a  reality  for 
years.  Meanwhile,  DNA  started  selling  banner  ads 


on  section  fronts  and  launched  a  city  freebie  with 
weekend  classifieds  in  recent  weeks.  DNA’s  Jim 
Nolan  said  the  one-inch  banner  ads,  appearing 
on  certain  section  fronts  (though  not  on  Page  One), 
and  the  50,000-distribution  free  publication.  Jobs 
Extra,  have  been  in  the  works  for  some  time. 

Also  courting  smaller  advertisers  is  The  Valley 
Chronicle,  a  semiw'eekly  covering  Riverside  County 
that  launched  May  16.  The  Chronicle  is  published  by 
Jim  Fredericks,  former 
publisher  of  The  Hemet 
News,  a  six-day-a-week 
paper  until  bought  in 
1999  by  Belo,  whose 
The  Press-Enterprise  in 
Riverside  folded  it  into  a 
P-E  zoned  edition.  Fred¬ 
ericks,  retained  as  pub¬ 
lisher  of  that  edition,  took 
several  staffers,  including 
its  editor,  with  him  to  his 
new  paper.  He  said  the  ab¬ 
sorption  of  The  Hemet 
News  into  the  P-E  “de¬ 
stroyed  local  content.” 

Fredericks  said  he  start¬ 
ed  the  Chronicle,  which 
publishes  Wednesdays  and  Satur¬ 
days,  at  the  urging  of  area  retailers 
and  readers  who  missed  the  de¬ 
funct  daily.  “I  saw  an  opening  and 
decided  to  try  it,”  he  said.  The 
Chronicle  is  distributing  about 
40,000  copies  for  free,  though  it 
guarantees  delivery  only  to  readers 
who  buy  what  he  calls  “voluntary 
subscriptions,”  he  noted.  Annual  subscriptions  are 
$37.50,  and  the  news-rack  price  is  50  cents. 

P-E  Publisher  Marcia  McQuem,  who  said  “compe¬ 
tition  is  always  invigorating,”  added  that  Fredericks’ 
bolting  and  taking  key  staff  with  him  “came  totally  out 
of  the  blue.  I  can’t  say  it  was  a  pleasant  surprise.”  Mc¬ 
Quem  said  that  the  P-E  has  stepped  up  its  advertising 
and  marketing  promotions  in  the  Hemet  area.  11 
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time  for  the  Sunday 
pressrun. 

Last  fall,  the 
Sun-Times  initiated 
arbitration  proceed¬ 
ings  against  Goss 
Graphic  Systems, 
Westmont  III.,  over 
its  many  press 
installation  problems. 

-  MARK  FITZGERALD 


The  Record  in 
Hackensack, 
N.J.,  has  asked 
the  state  attorney 
general’s  office  to 
intervene  in  a  dispute 
with  hometown 
Police  Chief  Charles 
"Ken"  Zisa.  Since 
May  14,  The  Record 
claims,  Zisa  has 
required  the  paper 
to  wait  24  hours 
before  receiving 
police  reports. 

The  waiting  period 
adheres  to  a  1997 
governor’s  directive 
requiring  police  to 
turn  over  incident 
reports  within  24 
hours.  Record  editors 
contend  Zisa  is  fol¬ 
lowing  the  letter  of 
the  law  to  punish  the 
paper  for  its  coverage 
of  the  chief  and  his 
brother.  Mayor  Jack 
Zisa.  Neither  Zisa 
returned  calls  seekii^ 
comment. 

In  a  May  24  letter 
to  the  New  Jersey 
Department  of  Law  & 
Public  Safety,  Record 
attorneys  asked 
officials  to  order  the 
police  chief  to  stop 
the  practice.  Depart¬ 
ment  spokeswoman 
Emily  Homaday  said 
officials  are  trying  to 
work  out  a  solution. 

-  JOE  STRUPP 
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ACLOVERLEAF 

CONVERGENCE 

In  the  latest  case 
of  media  conver¬ 
gence,  Times-Sham- 
rock  Communications' 
announced  Friday  that 
its  Scranton,  Pa.,  Trib¬ 
une,  The  Scranton 
Times,  and  The  Citi¬ 
zens’  Voice  in  Wilkes- 
Barre,  Pa.,  as  well  as 
their  sister  radio  sta¬ 
tions  have  formed  a 
news-gathering  al¬ 
liance  with  two  area 
TV  stations  owned  by 
Nexstar  Broadcasting 
Group. 

-  LUCIA  MOSES 


RODDE GROWS 
ATOOW  JONES 

Dow  Jones  &  Co. 

Inc.  announced 
Friday  that  Neil 
Budde,  publisher  of 
The  Wall  Street  Jour¬ 
nal  Online,  has  also 
been  named  Dow 
Jones  Electronic  Pub¬ 
lishing's  chief  product 
officer,  a  new  post. 

-  JAMIE  SANTO 

iCUECAT  PURRS 
IN  CALIFORNIA 

The  Press-Enter¬ 
prise  in  Riverside, 
Calif.,  said  it  planned 
to  adopt  Digital:- 
Convergence  Corp.’s 
:CueCat  yesterday. 

The  P-fs  parent 
Bek)  hopes  to  drive 
readers  to  its  Web 
sites  and  increase  ad 
revenue  by  putting  bar 
codes  in  news  stories 
and  ads  that  link  to 
content  online  when 
the  user  swipes  the 
code  with  the  :Cue- 
Cat.  -  LUCIA  MOSES 


CALENDAR 


JUNE 

10  How  to  Build  & 
IL  Extend  Brands 
Using  the  Web, 
Adweek  Conferences, 
Laredo  Group, 
Roosevelt  Hotel, 

New  York 


14-10 


SABEW 
Technology 
Conference,  SocieU' 
of  American  Business 
Editors  and  Writers, 
Embassy  Suites 
Hotel  Raleigh- 
Durham  Airport, 

Cary,  N.C. 

Mire  National 
Conference, 
Investigative  Reporters 
and  Editors,  Hyatt 
Regency,  Chicago 


15-10 


AFCP  Annual 
Conference 
and  Trade  Show, 


Association  of  Free 
Community  Papers, 
Ritz-Carlton,  Phoenix 

HNexpo  2001, 
Newspaper 
Association  of 
America,  Ernest  N. 
Morial  Convention 
Center,  New  Orleans 

91-99  Advertising 
L I  LL  Executives 
Conference,  Inland 
Press  Foundation, 
Illinois  Press  Associa¬ 
tion,  and  Michigan 
Press  Association, 
Sheraton  Suites, 

Elk  Grove  Village,  Ill. 


mi 


ASBPE 
Editorial, 
Design,  and  Web 
Conference, 
American  Society  of 
Business  Publication 
Editors,  Boston 


Marriott  Newton, 
Newton,  Mass. 


27-30 


I  AAEC  Annual 
Convention, 

Association  of 
American  Editorial 
Cartoonists,  Sheraton 
Centre  Toronto, 
Toronto 


20-1 


NPPA  Annual 
Convention, 

National  Press 
Photographers 
Association,  Peabody 
Hotel,  Memphis,  Tenn. 

9Q  Qfl  SPJ  Writers 
LU  ull  Workshop, 

Society  of  Professional 
Journalists,  Holiday 
Inn  by  the  Bay, 
Portland,  Maine 


JULY 

11-14 


AAN  Annual 
Convention, 


Association  of  Alter¬ 
native  Newsweeklies, 
Ritz-Carlton  New 
Orleans,  New  Orleans 

M  Connections 
2001,  News¬ 
paper  Association  of 
America,  Marriott 
Wardman  Park  Hotel, 
Washington 

AUGUST 

iniq  SABEW 
10  lu  Personal 
Finance  Conference, 
Society'  of  American 
Business  Editors  and 
Writers,  Irvine  Hyatt 
Regency  Hotel, 

Irvine,  Calif. 

NOTE:  To  list  events, 
please  e-mail  to 
calendar@  editorand 
publisher.com  or fax 
to  Calendar  Editor 
at  (646)  654-5370. 


Omahans  in  search  of  lost  circ 


BY  TODD  SHIELDS 

WASHINGTON 


The  Omaha 

World-Herald 
launches  a  circu¬ 
lation  drive  of  unusual 
importance  this  w'eek, 
for  Nebraska’s  largest 
newspaper  is  emerging 
from  computer-driven 
circulation  woes  that 
cost  it  roughly  8,000 
subscribers. 

Problems  converting 
to  the  Circ2000  circula¬ 
tion  software  left  the 
World-Herald  unable  to 
process  new  subscribers 
from  November  to  mid- 
January,  said  Richard 
Seibert,  its  vice  president 
for  sales.  At  the  same 
time,  the  World-Herald 


0maha  Ciiuorld-i-lcrald 

Y(*ir  front  page  to  the  information  age 


100% 

Satisfaction 
Guarantee!  i 

(We  want  you  ijack.)  I 


'A-, 


was  unsure  how 
many  copies  it  was 
selling  and  hence 
was  unable  to  re¬ 
port  numbers  to 
the  Audit  Bureau 
of  Circulations 
(ABC).  The  most 
recent  figures  are 
those  provided  to 
ABC  last  Septem¬ 
ber:  214,651  daily 
and  261,036  Sunday. 

The  World-Herald 
purchased  the  Circ2000 
software  from  CNT 
Corp.  just  before  Gan¬ 
nett  Co.  Inc.  acquired 
CNT’s  parent  Central 
Newspapers  Inc.  last 
August.  As  the  World- 
Herald’s  old  and  new 
systems  operated  side  by 


side,  subscriber  data 
would  not  flow  properly 
between  them.  “It  would 
be  entered  into  the  sys¬ 
tem.  However,  it  would 
not  go  out  to  the  carrier” 
responsible  for  deliver¬ 
ing  the  paper,  Seibert 
said.  Gannett  executives 
said  they  strove  mightily 
to  help  the  paper,  an 


effort  that  includ¬ 
ed  109  trips  to 
Omaha.  In  April, 
Gannett  sold  Circ- 
2000  to  Advanced 
Technical  Solu¬ 
tions  Inc.  (ATS),  a 
Wilmington, 
Mass.-based  soft¬ 
ware  firm. 

ATS  President 
Alden  Edwards, 
said  the  World-Herald 
suffered  poor  installa¬ 
tion  of  a  good  software 
system.  “We  don’t  see 
these  problems  recur¬ 
ring,”  Edwards  said. 

In  Omaha,  Seibert 
said  problems  had  been 
resolved  —  after  some 
$500,000  in  overtime 
and  other  costs.  11 
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After  two-hit first  quarter 

Ad  down,  but  not  out 


Q1  Newspaper  Advertising  Expenditures* 


2001 

2000 

CHANGE 

Retail 

$4,592.44 

$4,609.03 

-0.04% 

Classified 

$4,008.29 

$4,386.88 

-8.63% 

National 

$1,754.34 

$1,821.93 

-3.71% 

Total 

$10,355.07 

$10,817.84 

-4.28% 

*ln  Millions 

Source:  Newspaper  Association  of  America 


BY  LUCIA  MOSES 

Everyone  knows 
newspapers  had 
a  lousy  first 
quarter.  Here’s  how 
bad;  After  eight  straight 
years  of  growth,  indus¬ 
try  ad  revenue  declined 
4.28%,  to  $10.4  billion, 
compared  with  the 
same  quarter  a  year  ago, 
according  to  preliminaiy 
figures  from  a  News¬ 
paper  Association  of 


America  report  released 
May  22. 

Helping  offset  the 
ad-revenue  decline, 
newspapers  consumed 
9%  less  newsprint  in 
the  quarter,  according 
to  NAA  figures.  News¬ 
papers  have  been 
cutting  back  use  by 
converting  to  narrower 
page  widths,  pulling 
back  unprofitable 
circulation,  and  shrink¬ 


ing  the  news  hole. 

Of  all  ad  revenue, 
classified  fared  the 
worst,  down  8.63%. 
Within  classified,  real 
estate  was  the  lone 
bright  spot,  up  11.6% 
amid  a  strong  housing 
market.  All  other 
categories  were  down. 
Help-wanted,  the 
biggest,  fell  16.9%,  while 
automotive  declined  6% 
and  all  other  classified 


decreased  7-9%- 
With  the  second- 
quarter  ad  spending 
outlook  also  looking 
bleak,  the  newspaper 
industry  is  anticipating 
forecasting  guru  Robert 
Coen’s  midyear  predic¬ 


tion  June  14,  when 
some  expect  him  to 
revise  downward  his 
outlook  for  total  2001 
ad  spending,  which 
calls  for  a  5.8% 
increase,  down  from 
9.8%  in  2000.  (1 


-  NATIONAL  REPORT  - 


Hollings:  Keep  FCC  ownership  ban 

INCOMING  Senate  Commerce  Committee 
Chairman  Ernest  F.  “Fritz”  Hollings, 

D-S.C.,  has  confirmed  he  will  fight  to  keep 
the  federal  rule  that  bars  daily  newspapers 
from  owning  local  broadcast  stations. 

Hollings’  comments  about  the  ban  to 
several  newspapers  came  May  25  as  the 
full  Senate  confirmed  four  nominees  to  the 
Federal  Communications  Commission.  Chair¬ 
man  Michael  K.  Powell  has  said  that  the 
changing  of  the  guard  at  the  FCC  will  delay 
its  consideration  of  News  Corp.’s  bid  for 
Chris-Craft  Industries  Inc.  in  a  deal  that 
would  give  the  New  York  Post’s  parent  two 
TV  stations  in  the  city.  —  Todd  Shields 

Help-wanted  ads  no  help  at  all 

The  Conference  Board’s  April  Help-Wanted 
Advertising  Index  of  ad  volume  in  major 
U.S.  newspapers  dipped  to  65,  down  two 
points  from  March.  It  stood  at  89  a  year  earlier. 

The  Conference  Board  said  Thursday  that 
demand  for  labor,  while  down  from  last  year, 
has  leveled  off,  with  modest  job  growth  likely 
for  summer.  —  Lucia  Moses 

BigADDY  rockV  roll 

Three  agencies  won  American  Advertising 
Federation  (AAF)  ADDY  Awards  for  Best 
Newspaper  Campaign:  J.  Walter  Thompson 
of  New  York  (for  DeBeers),  DRGM  of  Reno, 
Nev.  (Reno  Rodeo),  and  del  Rivero  Messianu 
of  Miami  (Volkswagen). 

Arian,  Lowe  &  Travis  in  Chicago  and  a 


Publix  Super 

Markets  Inc.  ad 

department  in 

Lakeland,  Fla., 

won  in  the 

'  >1  <  •  41KV:  mi  ^ 

newspaper 
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half-page-or- 
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less  category; 
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Rodgers 
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Townsend  of 

St.  Louis  won 

in  the  more- 

Pi  Biik 

than-half-  P 

page  class. 

The  ADDYs 

n  ADDY  is  forever ... 

will  be  presented  June  12  at  the  Rock  and 
Roll  Hall  of  Fame  and  Museum  in  Cleveland. 

—  Wayne  Robins 

‘Newsday’  shines  at  Deadline 

For  the  second  year  in  a  row,  Newsday  in 
Melville,  N.Y.,  received  five  awards  from 
the  Deadline  Club,  the  New  York  City  chapter 
of  the  Society  of  Professional  Journalists. 

Other  major  winners  were  The  Wall  Street 
Journal,  which  won  three  awards,  and  The 
Star-Ledger  in  Newark,  N.J.,  and  Greenwich 
(Conn.)  Time,  which  won  two  each. 

The  Record  of  Hackensack,  N.J.,  won  the 
club’s  prestigious  James  Wright  Brown 
Public  Service  Award  for  its  statewide 
assessment  of  fire  inspection  regulations 
and  their  enforcement,  following  a  fatal  fire 
at  Seton  Hall  University  in  South  Orange. 
E&P’s  “Ethics  Corner”  columnist  Allan 


Wolper  won  in  the  “Best  Personal  Column” 
category.  —  Steve  Yahn 

New  suit  pressed  over  Pacifica 

British  Columbia’s  Supreme  Court  again 
rebuffed  a  bid  to  delay  a  shareholders’ 
vote  to  sell  newsprint  maker  Pacifica  Papers 
Inc.  to  Norske  Skog  Canada  (NSC)  —  but  not 
before  Pacifica  Chairman  Trevor  Johnstone 
filed  a  lawsuit  against  Pacifica’s  president. 
Johnstone  claims  Wayne  Nystrom  defamed 
him  in  communications  with  other  board 
members  in  an  effort  to  unseat  Johnstone, 
the  deciding  vote  on  the  company’s  sale. 

The  court  denied  Cerberus  Capital 
Management  a  hearing  before  a  sharehold¬ 
ers’  meeting  June  11.  According  to  Pacifica, 
the  court  also  ruled  that  the  same  judge  who 
holds  any  subsequent  fairness  hearing  on  the 
deal  with  NSC  also  should  decide  if  and  how 
to  proceed  with  Cerberus’  complaint. 

In  the  meantime,  NSC  Corporate  Affairs 
Vice  President  Stuart  Clugston  said,  “We  are 
advancing  with  our  plan  to  integrate  the  two 
companies,  and  fully  expect  the  transaction 
to  close.”  —  Jim  Rosenberg 

Newspapers,  bought  and  sold 

COMMUNITY  Newspaper  Holdings  Inc., 
Birmingham,  Ala.,  sold  the  daily  Del  Rio 
(Texas)  News-Herald  and  two  weeklies  to 
Southern  Newspapers  Inc.  of  Houston. 

Dirks,  Van  Essen  &  Murray,  Santa  Fe, 

N.M.,  represented  the  seller.  Terms  of  the 
transaction  were  not  disclosed.  —  LM. 
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Conrad  Black’s  decision  to  renounce  his  citizenship  puts  focus 
on  the  way  Canada  keeps  foreign  owners  from  its  papers 


Chilean  President  Ricardo  Lagos 
signed  new  press  law  that  repeals  much 
of  the  infamous  State  Security  Law  that 
made  it  a  crime  to 
insult  high  officials, 
even  with  truthful 
information.  One  big 
flaw  is  that  the  law  protects  only 
journalists  with  a  journalism  degree  or 
other  official  recognition,  according  to 
the  New  York-based  Committee  to 
Protect  Journalists.  “We  are  dismayed 
by  the  new  law’s  attempt  to  create  a 
legal  distinction  between  journalists  who 
may  protect  their  sources  and  journalists 
who  may  not,”  Executive  Director  Ann 
K.  Cooper  said.  ...  In  a 
month  unusually  violent 
even  for  Colombia,  a 
radio  reporter,  Edgar 
Tavera  Gaona,  38,  was  found  dead  in 
the  rural  north  May  18,  apparently  killed 
by  the  left-wing  FARC  guerrilla  group. 
Four  journalists  for  the  Bogota  daily  El 
Tiempo  —  editors  Orlando  Gamboa, 
Martha  Elvira  Soto,  and  Sergio  Ocampo 
as  well  as  national  reporter  Carlos 
Pulgarin  —  were  threatened  with  death 
between  May  17  and  20  and  warned  to 
leave  the  country  within  a  month.  A 
550-pound  car  bomb  was  disarmed 
outside  the  offices  of  the  Communist 
Party  paper  La  Voz  May  21.  ...  A  rash  of 
mysterious  break-ins 
at  the  homes  of 
journalists,  including 
Roberto  Augsten  of  the 
daily  Ultima  Hora,  who  are  investigating 
the  $1 1-million  heist  of  an  armored  car 
in  Asuncidn,  Paraguay,  prompted  the 
Paris-based  Reporters  Without  Borders 
to  ask  authorities  to  extend  police 
protection  to  the  reporters.  ...  Five 
months  after  Wilson  Cabrera,  founder 
of  the  El  Observador  newspaper  in 
Ecuador’s  Amazon 
region,  went  into  hiding 
after  being  sentenced 
to  three  months  in 
prison  for  publishing  “serious 
nonslanderous  insults,”  three  of  the 
judges  who  brought  the  case  against  him 
have  been  disciplined  for  corruption,  the 
Lima,  Peru-based  Institute  for  Press 
and  Society  noted  in  a  May  7  alert. 

—  Mark  Fitzgerald 


BY  MARK  FITZGERALD 

CHICAGO 

UDGING  BY  THEIR  LETTERS  TO  THE 
editor  in  Canadian  papers  last  week, 
many  Canadians  regard  Hollinger 
Inc.  Chairman  Conrad  Blacks  announce¬ 
ment  that  he  is  renouncing  his  Canadian 
citizenship  to  accept 
an  appointment  as  a 
British  lord  as  just 
another  opportunity 
to  mock  his  An¬ 
glophile  pomposity. 

But  Black’s 
decision  has  potential 
business  conse¬ 
quences  that  are 
taken  seriously  inside 
Hollinger  —  and  even 
more  so  by  competi¬ 
tors  of  the  National 
Post,  the  nationwide 
paper  that  the  mogul 
created  in  1998.  Sec¬ 
tion  19  of  Canada’s 
tax  code  effectively 
bans  foreign  owTier- 
ship  of  newspapers 
by  allowing  advertisers  to  deduct  from  their 
tax  bills  the  frill  cost  of  an  ad  in  a  Canadian 
paper.  For  a  paper  to  be  considered  Cana¬ 
dian,  the  chairperson  or  presiding  officer  — 
as  Black  is  of  the  Natiojjal  Post  —  must  be 
Canadian  and  at  least  three-quarters  of  the 
board  of  directors  must  be  Canadian. 
Canadians  must  also  owti  at  least  a  three- 
quarters  stake  in  the  paper. 

With  Hollinger’s  intricate  corporate 
structure,  it  isn’t  clear  just  how  much  of  an 
interest  Black  holds  in  the  National  Post. 
I.ast  November,  Hollinger  sold  a  50%  stake 
in  the  paper  to  Can  West  Global  Communi¬ 
cations  Corp.  as  part  of  a  blockbuster 
deal  in  which  the  chain  sold  all  its  other 
Canadian  papers.  But  Hollinger  Interna¬ 
tional  Executive  Vice  President  Jack  Boult- 
bee  confirmed  in  a  telephone  interview  last 
week  that  Black’s  shares,  combined  with  the 
stakes  of  other  foreigners,  w  ould 
disqualify  it  as  a  Canadian-owned  paper. 


So  what  does  that  mean  for  advertisers  in 
the  money-losing  National  Post?  “Nothing,” 
Boultbee  said  flatly.  He  notes  that  the 
quirkx’  ownership  restraints  would  not  kick 
in  until  at  least  12  months  after  Black  drops 
his  citizenship.  “In  that  year,  we  would  fix 
the  problem,”  Boultbee  said.  The  simplest 
change  under  consid¬ 
eration,  he  said,  is  for 
Black  to  transfer  his 
stake  to  his  wife 
Barbara  Amiel,  the 
Canadian  conser\’a- 
tive  commentator. 
“Then  there  are  some 
corporate  reorganiza- 
tional  things  we  could 
do  that  I’m  not  going 
to  get  into,”  he  said. 

No  advertisers  have 
been  spooked  by  the 
citizenship  move, 
Boultbee  said.  Cana¬ 
da’s  tax  agency  does 
not  expect  the  paper 
to  have  a  problem. 
“The  odds  of  us  hav¬ 
ing  to  penalize  adver¬ 
tisers,  well,  I  find  it  hard  to  believe,”  Canada 
Revenue  spokesman  Michel  Proulx  said. 

But  the  Post's  national  competitors  gleefrilly 
emphasize  the  possible  tax  complication  in 
their  coverage. 

'I’here  is  one  immediate  consequence  for 
the  Post,  though.  A  couple  of  weeks  ago  at 
Hollinger’s  annual  meeting.  Black  mused 
about  buying  back  Can  West’s  half  of  the 
newspaper.  Forget  it,  Boultbee  said;  “It 
would  be  twice  the  complications.”  But  with 
no  debt  to  speak  of,  and  an  estimated  S,3 
billion  available  for  acquisition.  Black  may 
be  turning  his  gaze  south  of  the  border. 

“The  likelihood  is  that  we’d  be  more  inter¬ 
ested  in  a  large  metropolitan  daily  rather 
than  in  a  chain  of  regionals,  at  least  in  the 
U.S.,”  Hollinger  Vice  Chairman  Dan  Colson 
told  The  Globe  and  Mail  last  w  eek. 

And  in  the  United  States,  of  course, 
there  are  no  inconvenient  citizenship 
requirements  for  newspaper  ownership.  II 
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CONNECTICUT 
Craig  Allen  to  vice  president  of  operations 
for  The  Stamford  Advocate  and  Greenwich 
Time  from  vice  president  of  circulation. 
Allen  succeeds  Robert  Hughes,  vice  presi¬ 
dent  of  production  and  facilities,  who 
resigned  for  health  reasons. 

Gary  Edwards  to  distribution  manager  from 
transportation  manager. 

NEVADA 

David  Williams  to  circulation  director  at 
the  Reno  Gazette-Journal  from  circula¬ 
tion  director  at  the  Statesman  Journal 
in  Salem,  Ore. 

SOUTH  CAROLINA 
Jim  Cato  to  editor  and  publisher  of  The 
Beaufort  Gazette  from  editor,  effective  July 
2.  Cato  succeeds  John  Heath,  who  is  retiring. 

Sara  Borton  to  director  of  Lowcountry 
operations  for  the  McClatchy  Co.  Borton 
will  remain  publisher  of  The  Island  Packet 
in  Hilton  Head. 

TEXAS 

Tecio  Garcia  to  editor  of  The  Brou’nsville 
Herald  from  media-relations  director  for 
the  city  of  McAllen.  Garcia  succeeds 
George  Cox,  now  editor  of  the  Valley 
Morning  Star  m  Harlingen. 

CANADA 

J.  Robert  S.  Prichard  to  president  of  the 
Toronto-based  Torstar  Media  Group 
(TMG)  and  chief  operating  officer  of 
Torstar  Corp.,  effective  July  1.  Prichard  is  a 
visiting  professor  at  Harvard  Law  School. 
Jagoda  Pike  to  publisher  of  The  Hamilton 
(Ontario)  Spectator  and  senior  vice  presi¬ 
dent  of  TMG  regional  dailies  from  general 
manager  of  The  Toronto  Star.  Pike  succeeds 
Pat  Collins,  who  W'as  the  Spectator  publisher 
and  TMG’s  daily  newspapers  executive  vice 
president  and  is  TMG’s  chief  financial  offi¬ 
cer  and  senior  vice  president  of  operations. 


OKLAHOMA 

Kirk  A. 
Jewell 

to  general  man¬ 
ager  of  The  Daily 
Oklahoman  in 
Oklahoma  City  from  controller. 
Jewell  succeeds  Edmund  O. 
i  Martin,  who  resigned. 
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MASSACHUSETTS 

Paul  Van  Slambrouck 

Paul  Van  Slambrouck  has  been  named 
editor  of  The  Christian  Science  Monitor  in 
Boston,  effective  July  15.  Currently  San 
Francisco  bureau  chief,  he  succeeds  David 
T.  Cook,  who  becomes  senior  editor  and 
Washington  bureau  chief.  Cook  succeeds 
retiring  bureau  chief  John  Dillin.  Van 
Slambrouck  joined  the  paper  in  1976,  and 
was  international  news  editor  before  moving  to  the  San  Jose 
(Calif.)  Mercury  News  in  1989.  He  rejoined  the  Monitor  in  1997- 


Time  capsule 
unearthed  in 
Mulhall  stone 


Community  Newspaper  Holdings,  Inc. 

has  sold 

Guthrie  (OK)  News  Leader 

(2,830  daily  and  3,068  Sunday  circulation) 
to 

Sumner  Media  Group 

We  are  pleased  to  have  represented 
Community  Newspaper  Holdings,  Inc.,  in  this  transaction. 


Dirks,  Van  Essen  &  Murray 
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EDITORIALS 

MB  BV  THE  LUKE 

Cleveland  mayor  disgraces  himself  by  barring  ‘The  Plain  Dealer’ 
from  public  events  -  and  shows  the  danger  of  playing  favorites 


As  A  LAD,  Michael  R.  White 
went  to  Miles  Standish 
Elementarv'  School.  As 
Cleveland  s  mayor  for  the 
past  10  years.  White  now  apparently 
thinks  he  o\vns  the  public  school. 

When  White  scheduled  a  news  confer¬ 
ence  at  the  school  the  other  day  for  the 
surprise  announcement  he  wouldn’t  seek 
an  unprecedented  fourth  term,  the  mayor 
invited  the  public  in  radio  ads  and  alerted 
virtually  all  the  new's  media  in  northeastern 
Ohio,  except  The  Plain  Dealer.  When  a 
reporter  and  photographer 
from  Cleveland's  only  daily 
showed  up  anvvvay.  White’s 
aides  turned  them  back  — 
three  times  in  the  case  of 
politics  reporter  Mark 
NavTnik.  Later,  the  mayor’s 
people  spotted  PD  reporter 
Ebony  Reed  trying  to  get  in, 
and  barred  her. 

As  bizarre  as  the  mayor’s 
impolitic  —  and  undoubtedly  illegal  — 
behavior  was,  it  probably  didn’t  surprise 
Ei:}P  readers.  In  a  cover  story'  back  on 
March  19,  we  reported  that  White  w'as 
among  the  worst  of  a  handful  of  big-city 
mayors  who  treat  their  city’  halls,  and  the 
public  information  they  generate,  as  if 
they  were  their  ow'n  tree-house  clubs  with 
one  rule:  Local  paper,  keep  out. 

Wliite  always  has  some  reason  for  his 
unreasoning  pique.  This  time,  it  was  that 
the  PD  had  not  given  splashy  coverage  to 
a  groundbreaking  ceremony  for  a  new 
airport  runway.  This  is  a  particularly 
risible  excuse  given  the  blanket  coverage 
the  paper  has  devoted  to  the  airport  — 
and  the  fact  that,  not  long  ago.  White 
pulled  the  same  stunt  of  concealing  from 


Punitive  damages 
would  dramatize 
the  value  of 
keeping  public 
information 
public. 


the  PD  his  announcement  of  a  key  federal 
runway  approval. 

As  this  page  was  closing.  Plain  Dealer 
executives  were  considering  a  federal 
lawsuit  to  prevent  the  mayor  from  barring 
reporters  from  future  events  on  public 
property.  That’s  a  start,  but  the  paper 
knows  it  also  can  make  a  strong  case  for 
punitive  damages  in  the  public-school 
episode.  The  PD  should  go  for  it. 

Winning  punitive  damages  would 
dramatize  the  value  of  keeping  public  in¬ 
formation  public.  It  would  also  signal  oth¬ 
er  big-city  mayors  —  are 
you  listening,  Atlanta’s 
Bill  Campbell,  Chicago’s 
Rich  Daley,  Philadelphia’s 
John  Street?  —  that  there 
are  penalties  for  running 
government  in  secret. 

There’s  a  lesson  here 
for  newspapers,  as  well: 
Playing  favorites  among 
public  figures  gets  you 
nowhere.  As  Cleveland’s  most  penetrating 
media  analyst  for  four  decades,  Roldo 
Bartimole  has  frequently  noted  that  White 
for  years  was  a  PD  darling  who  could  wage 
petty  vendettas  against  its  City  Hall 
reporters  in  the  comfortable  knowledge 
that  support  from  the  top  of  the  paper 
ensured  their  most  aggressive  stories 
would  never  reach  print.  That  all  changed 
with  the  arrival  of  Editor  Doug  Clifton. 

It  is  possible  that  hard-hitting  coverage 
from  the  start  of  his  reign  may  have  only 
caused  White  to  go  off  the  deep  end 
sooner.  But  we’d  like  to  think  that  had 
the  monopoly  daily  not  abetted  his 
autocratic  tendencies.  White  might  have 
awakened  early  on  to  the  serious  public  re¬ 
sponsibilities  of  his  office. 
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gone  out  of  business.  Others  have  closed 
stores.  And  emplov-ment  advertising  —  an 
increiising  source  of  papers’  revenue  over 
a  decade  of  growth  —  will  not  become 
robust  again  until  the  economy  does. 

“Right  now,  I’d  have  to  say  1  don’t  see 
this  slump  being  any  less  than  a  couple  of 
years,”  declares  Gary-  Moore,  president  of 
Vista,  Calif -based  Insight  Edge,  a  newspa¬ 
per  and  advertiser  training  and  consulting 
firm.  “I  don’t  think  we  have  seen  the  whole 
slump  yet.  This  is  just  the  beginning.” 
Moore,  a  former  ad  director  at  The  San 
Diego  Union-Tribune  and  The  Modesto 
(Calif)  Bee,  suggests  new'spapers  think  of 
the  slump  as  a  lasting  condition  rather  than 
sit  tight  and  w  ait  for  it  to  end. 

While  Moore’s  pessimism  may  not  be 
common  among  other  industry’  experts 
and  economists,  prognosticators  have  been 
forced  to  scale  back  expectations  repeatedly 
as  the  slump  drags  on.  In  many  markets, 
the  downturn  hit  with  unexpected  fury. 


To  pull  out  of  the  ad  slump,  look  for  your 
‘pitch,’  swing  hard  —  and  other  strategies 

BY  JOE  NICHOLSON 


WITH  NEWSPAPER  ADVERTISING  SALES  SINKING  IN 

one  of  the  worst  industry  recessions  most  pub¬ 
lishers  have  ever  seen,  ad  directors  are  seeking 
ways  to  raise  revenue  now.  One  ad  sales  expert 
has  even  warned  that  this  downturn  —  different 
in  fundamental  ways  from  past  slumps  —  could  last  into  2003. 

The  ad  famine  has  forced  newspapers  to  become  more  creative,  even 
daring,  because  they  cannot  bank  on  a  quick  market  return.  There  is 
no  new  dot-comlike  ad  category  on  the  horizon.  Structural  changes  in 
several  major  retailers  have  centralized  a  lot  of  ad  buying  that  once  of¬ 
fered  inventive  opportunities  on  the  local  level.  Some  retailers  have 
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1.  Keith  L.  Dawn, 
publisher  of  The  Press 
of  Atlantic  City  (NJ.) 

2.  Gary  Moore  of 
Insight  Edge  leads 
class  at  a  recent  Belo 
Newspaper  Sales 
Academy  in  Dallas 

a.  Mark  Mateer  (left), 
Vernon  Desear  (center), 
and  Roland  Weeks 
^t  the  Bradenton 
^a.)  Herald 


and  the  impact  has  reverberated  across 
almost  all  markets,  with  scattered 
exceptions  in  parts  of  southern  Florida 
and  patches  in  the  Midwest. 

Display  advertising  linage  was  dowm  12% 
in  January-  and  8%  for  the  entire  first  quarter 
at  major-market  new  spapers,  according  to 
Chuck  Paul,  director  of  client  services  and 
major  accounts  manager  at  New-  York-based 
Competitive  Media  Reporting.  Some  cate¬ 
gories  have  absolutely  tanked:  drugs,  toi¬ 
letries,  and  fitness  ads  dropped  to  $3.8 
million  this  January-  from  $13.7  million  last 
January-.  The  bellwether  help-w  anted  classi¬ 
fied  category  dropped  2%  in  January;  26%  in 
February-,  and  38%  in  March.  Paul  calls  that 
plunge  “very-  concerning,  certainly  to  news¬ 
papers,  which  are  a  medium  that  gets  a  good 
revenue  stream  from  that  type  of  advertising, 
certainly  more  so  than  broadcast.” 

In  interviews  with  more  than  a  dozen  pub¬ 
lishers,  ad  directors,  and  sales  experts,  vari¬ 
ous  strategies  were  offered  for  keeping  sales 


up  in  a  dow-n  market.  Highlights  include: 

Get  the  publi.sher  on  the  horn.  A  pub¬ 
lisher  or  ow-ner  can  do  things  that  a  sales 
rep,  or  sometimes  even  the  ad  director,  can’t 
—  such  as  get  in  the  door  of  a  big  prospect. 
Especially  at  smaller  papers,  tbe  publisher 
can  schmooze  with  major  advertisers  to 
show  respect  and  appreciation. 

At  smaller  papers,  publishers,  especially 
those  from  a  sales  background,  can  pick 
important  occasions  to  join  the  ad  director 
or  even  a  rep  on  calls.  “If  nothing  else,  it’s 
important  they  go  in  there  with  you,”  says 
S.W.  “Sammy”  Papert  III,  chairman  of 
Belden  Associates,  a  Dallas-based  news¬ 
paper  research  firm,  and  a  former  rep  firm 
executive.  “It  makes  [the  staff]  feel  better,” 
adds  Papert.  “Pumps  them  up.” 

Chase  real  estate.  Knight  Ridder  Chair¬ 
man  and  CEO  Tony  Ridder  tells  E^^P, 
“Where  we  really  can  control  [classified  ad¬ 
vertising]  is  in  real  estate.  Homes  are  not 
moving  as  fast.  That  presents  us  with  a  real 


opportunitv-  to  get  out  and  talk  to  Realtor:^ 
and  new-home  dev  elopers  about  the  power 
of  newspapers.”  With  a  buildup  of  housing 
stock  for  sale,  Ridder  says  real-estate 
agencies  “are  more  in  a  frame  of  mind  to 
advertise  where  they  have  been  basically, 
in  a  lot  of  places,  selling  as  fast  as  they 
could  put  housing  on  the  market.” 

Go  for  help.  Dailies  in  New  Jersey  and 
Florida  have  had  marked  success  with  pro¬ 
grams  to  generate  additional  revenue  from 
emplo>-ment  ads,  which  have  been  the  most 
battered  categoiy-  at  many  new  spapers. 
Knight  Ridder  recently  reported  that  em- 
plov-ment  advertising  was  dovv-n  as  much  as 
30%,  40%,  and  even  50%  in  some  markets. 

“We  got  hit  prettv’  hard  in  January-  and 
February-,  but  we  had  a  rebound  in  March 
and  April  —  and  part  of  it  w  as  due  to  some 
of  the  aggressive  things  we  were  doing,"  says 
Keith  L.  Dawn,  publisher  of  The  Press  of  At¬ 
lantic  City  in  New  Jersey. 

Davv-n  has  ntn  semiannual  special 


www.editorandpublisher.com 
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m  tips  for  turning  it  around 

Newspaper  execs  offer  these 
commonsensical  tips  for  selling  ads 
during  a  slump: 

1  Provide  better  service  to  retain 
advertisers.  Visit  and  call  more  often. 

Consider  value-added  programs.  Form 
sales  teams  to  reduce  errors  by  following 
customers  from  sales  through  production 
and  billing. 

2  Find  new  prospects  by  using 
research  and  revisiting  those  who 
have  stopped  advertising. 

3  Don’t  let  reps  panic  or  get 
discouraged.  Ad  directors  must 
counsel  them,  especially  younger  ones, 
to  maintain  staff  morale.  Review  rep 
incentives  regularly. 

4  Listen  more  to  reps,  because  the 
best  creative  ideas  often  come  from 
those  with  the  most  customer  contact. 

5  Emphasize  rep  training,  even  if  you 
have  to  design  cost-free  programs 
depending  on  the  in-house  expertise  of 
senior  sales  staff  and  management. 

6  Emphasize  newspapers’  ability  to 
make  the  cash  register  ring,  a  pitch 


with  added  appeal  when 
advertisers’  sales  lag. 

7  Before  calls  or 
visits,  do  home¬ 
work,  using  on-hand  research  or 
obtaining  new  information  about 
prospects.  Know  the  most  promising 
calls  to  make,  what  prospects  spend  on 
advertising,  and  who  else  they  use. 

8  Keep  your  advertisers  fully 
informed  about  the  state  of  the 
local  economy  to  ensure  they  have 
realistic  expectations  about  what  they 
will  get  from  their  ad  spending. 

9  Consider  switching  some  of  your 
best  reps  to  classified,  given  the 
growing  importance  of,  and  steep  plunge 
in,  that  sector. 

'I  Ad  directors  should  exchange 
X  KJ  ideas  with  peers  to  find  out  what 
is  working  in  other  markets.  In  addition, 
they  should  calculate  their  success  by 
comparing  their  efforts  and  results  with 
those  of  similar  newspapers  in  similar 
markets. 

While  working  harder  and  smarter 
is  crucial  during  a  slump,  most  of  these 
tips  could  also  be  followed  during  an  up 
market.  —  Joe  Nicholson 
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AdMedia  Partnern^lnc. 


Ideas,  Experience  and  Trust 

Inwstnient  Bankers  to  the  Media,  Advertising,  Management  Consulting, 

Marketing  Services,  Information  and  Inteniet  Busines,se,s 

444  M^kdisun  Avenue.  New  YoiHc.  NT  1(X)‘22  •  212.759.1870  •  Fax  212.888.4960  •  irifo@admediapartners.com  •  www.admediapartners.com 
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April  2(M)1 

Sheila  M.  Stuart, 

Donald  C.  Stuart  111, 

Charles  C.  Stuart 
and 

Mar\'  C.  Coyle 

liav(*  sold  the  stcK’k  of 

Town  Topics,  Inc. 

Princeton,  NJ 
to 

L\iin  Adams  Smith, 

Kenneth  F.  Smith,  Jr. 
and 

J.  Robert  Hillier 

AdMedia  Partners,  Inc.  initiated  this  transaction,  assisted  in  the 
negotiations  and  acted  as  financial  advisor  to  Town  Topics,  Inc. 


employment  sections,  with  ads  making  up 
more  than  60%  of  sections  of  about  50 
pages,  published  in  conjunction  with  a 
career  fair  sponsored  by  the  paper.  With 
employment  ads  lagging  this  year.  Dawn  in¬ 
creased  the  frequency  from  two  to  three 
times  a  year,  and  the  first  section  was  so 
stuffed  with  ads  that  Dawn  says  it  took 
employment  ads  sales  on  a  “roller-coaster” 
ride  from  down  to  up,  at  least  temporarily. 
Going  up  from  two  to  three  specials  a  year 
“seems  odd  to  do  this  year,”  says  Dawn,  “but 
it  was  very  successful.” 

What’s  the  frequency?  In  Florida, 
Roland  Weeks  III,  vice  president  for 
advertising  at  the  Bradenton  Herald  also 
has  come  up  with  ways  to  rebuild  his 
help-wanted  ads,  which  had  dipped  by 
double  digits.  Weeks  says  he  launched  a 
help-wanted  initiative  after  he  “discovered 
a  lot  of  my  business  used  to  run  15  days,  and 
they’d  cut  back  to  two  or  three  days.” 

To  persuade  advertisers  to  go  back  to 
running  ads  for  15  days  or  more.  Weeks 
created  a  “Red  Hot  Jobs”  slot  at  the  begin¬ 
ning  of  his  classified  section  and  is  offering 
a  free  ad  in  that  slot  to  employment  adver¬ 
tisers  who  agree  to  run  their  ads  for  at  least 
15  days  in  the  regular  help-wanted  section. 
Since  making  the  value-added  offer  in 
March,  Weeks  has  been  running  ads  for 
about  20  “Red  Hot”  takers  a  day. 

Weeks  also  hired  an  employment  ad 
specialist  in  April  to  focus  on  using  volume 
discount  offers  to  get  current  employment 
advertisers  to  agree  to  boost  ad  frequency. 
When  Roland’s  reps  are  told  a  company 
isn’t  hiring,  they  urge  the  firm  prepare  for 
future  staff  recruitment  with  an  ad  promot¬ 
ing  their  office  as  a  great  place  to  work. 

Turn  up  the  volume.  Weeks  also  offers 
what  he  calls  a  “business  builders”  program 
to  help  small  businesses  that  can’t  afford  to 
match  the  advertising  of  chains.  Since  the 
year  began,  he  has  signed  about  30  small 
businesses  —  including  restaurants,  men’s 
clothing  stores,  plumbing  firms,  and  law 
practices  —  to  contracts  that  enable  them 
to  run  three  six-inch  ads  a  week  for  52 
weeks  for  prices  that  average  $8,000, 
substantially  less  than  those  ads  would 
have  cost  without  a  volume  contract. 

Grow  market  share.  The  San  Diego 
Union-Tribune  launched  a  campaign  in 
April  to  attack  the  market’s  estimated  $500 
million  in  local  TV  and  radio  ad  spending. 
While  growing  market  share  is  a  key 
objective  during  down  markets,  the  Union- 
Tribune  had  been  preparing  its  program 
before  the  slump  appeared.  “It  was  proba¬ 
bly  fortuitous  that  we  had  a  plan  on  the 
books  already  {continued  on  page  17} 
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-FEATURES  AVAILABLE- 


ASTROLOGY 


WEEKLY-  MONTHLY  •  CAMERA  READY 

FREE  link  to  WWW  brings  readers 
Time  Data  Syndicate  (800)  322-5101 

_ ENVIRONMENT _ 

“ENVIRONMENTAL  TRENDS' 

Weekly  syndicated  column.  Excellent 
real  estate  supplement.  Samples/rates: 

Stuart  Lieberman  (732)  355-1311 

FEATURES  AVAILABLE 

TRIVIA  WITH  A  TWIST  get  “Ponder  Points” 
6  days  a  week  250-350  words  per  day 
$15.00  per  week  (512)  345-7475  to: 
www.pearyperry.com  for  samples 

_ MOVIE  REVIEWS _ 

MINI  REVIEWS.  Essential  information  for 
moviegoers.  Star  photos.  Appealing,  graph¬ 
ic  rating  system.  Cineman  Syndicate,  P.O. 
Box  4433,  Middletown,  NY  10941. 

(845)  6924572  Fax:  (845)  692-831 1 


ABSOLUTELY  the  finest  in  crosswords 
PUZZLE  FEATURES  SYNDICATE 

Call  (800)  2924308/(909)  927-0164 


-ANNOUNCEMENTS- 


NEWSPAPER  APPRAISERS 

APPRAISALS/BROKERAGE 
Call  Dick  Briggs  (864)  457-3846 

RICHARD  BRIGGS  &  ASSOCIATE 
Box  579,  Landrum,  SC  29356 

WHATS  YOUR  PAPER  WORTH? 

Find  Out  Today!  It’s  Free! 
www.mediamergers.com 
W.B.  Grimes  &  Co.,  Est.  1959 


NEWSPAPER  BROKERS 


NEWSPAPER  APPRAISERS 


KAMEN  &  CO.  GROUP  SERVICES 
NEW  YORK  •  TAMPA  •  LOS  ANGELES 
Appraisals,  Formal  Business  Plans 
Brokering  /  Business  Analysis 
Confidential  •  Accurate  •  Comprehensive 
(516)  379-2797 
(727)  786-5930 
kamenandco@aol.com 


NEWSPAPER  BROKERS 


Leader  in  Sale 
of  Community  K.,  ol 
Newspapers  jU 

( 2 1 4 »  265-9300 

Kickenbacher  IVfedia 

673  1  Dcsco  Dr.,  Dalia 
6731  Desco  Dr.,  Dallas.  TX  75225 
www.rickenbachermedia.com 


MICHAEL  D.  LINDSEY 

Experienced  -  Confidential 
229  Stetson  Dr,  Cheyenne,  WY  82009 
(307)  772-0003,  Fax  (307)  772-0004 

www.publicationsforsale.com 

THOMAS  C.  BOLITHO 
BOLITHO  MEDIA  SERVICE 
“A  tradition  of  service  to 
community  newspapers” 

(580)  421-9600 
P.O.  Box  1985,  Ada,  OK  74821 
www.bolitho.com 

800  Sold  -  Est.  1959 
W.B.  GRIMES  &  COMPANY 
24212  Muscari  Court 
Gaithersburg,  MD  20882 
Larry  Grimes-Pres.  (301)  253-5016 
Wren  Barnett,  South  (828)  749-6397 
Stephen  Klinger,  S.West/West 
(505)  524-0122 

John  Szefc,  Midwest  (845)  291-7367 
Michael  Bradley,  Northeast 
(508)  563-2835 


NEWSPAPER  BROKERS 


Confidential  Appraisal  Bolitho-Cribb 
for  Estate,  Esop,  &  Associates 


Partners,  Bank,  Tax, 
Stock,  Assets 


Publlcatiofi  Brokerage 
&  Appraisals  est.1923 
Over  2000  papers  sold 


cribb.com 

Confidential  •  Convenient  \ 
24  hour*  a  day,  7  days  a  waak  1 


Please  call  us  to  discuss  your  options  in  a  sale 


John  Ciibb 
406-586-6621 
104  E.  Main,  Suite  402. 
Bozeman,  MT  5971 S 
jcribb@crlbb.com 


Jim  Hicks 
307-684-9407 
336  US  16  East, 
BuflakL  WY,  82^ 
|hicks@crlbb.com 


Tom  Karavakis 
941-403-4133 
268  Edgemere  Way  E., 
Naples,  fL  34105 
tkaravakls@cr1bb.com 


For  a  listing  of  publications  for  sale,  go  to  www.cribb.com 


www.editorandpublisher.com 


-ANNOUNCEMENTS- 


NEWSPAPER  BROKERS 


PHILUPS  PROPERTIES,  INC. 

Consultants-Investments 
Management  -  Brokers 
P.O.  Box  219 
Baker,  FL  32531 

Phone  (850)  537-4040 
Fax  (850)  537-4050 

GREGG  KNOWLES 
Knowles  Media  Brokerage  Services 

Affiliated  with  Mel  Hodell,  Media  Broker  Inc. 
Nationwide  Sales,  Acquisitions,  Mergers 

(661)  323-3220,  Fax  (661)  323-3090 
www.media-broker.com 

GAUGER  ME^  SERVICE.  INC. 

Appraisals,  Mergers,  Acquisitions 
David  E.  Gauger 

P.O.  Box  627,  Raymond,  WA  98577 
(360)  942-3560,  Fax  (360)  942-9896 


NEWSPAPERS  FOR  SALE 


NEWSPAPER  BROKERS 


MEDIA  AMERICA  BROKERS 
Lenox  Towers,  Suite  ICXK) 

3390  Peachtree  Rd.  NE 
Atlanta,  GA  30326 

1404)  364-6554,  Fax  (404)  364-6533 
Lon  W.  Williams 

NEWSPAPERS  FOR  SALE 

VT,  NH  -  SEVERAL  outstanding  owner  - 
operator  situations  with  award  winning 
weeklies.  Terrific  communities.  Solid 
growth  potential.  Revenues  in  the  $400K- 
$1.1  million  range.  Some  owner  financing. 
Larry  Grimes,  W.B.  Grimes  &  Co. 
(301)253-5016 


“Facing  the  press  is 
bathing  a  leper.” 

-Mother  le 


more  difficult  than 


NEWSPAPERS  FOR  SALE 


Since  1958 

Media  Consultants,  Inc. 
www.publicationsforsale.coni 


GOD’S  COUNTRY-  County  seat  legal  over  3,000  circulation  paid  weekly  in  heart  of 
Rockies.  Terrific  lifestyle  community  with  solid  retail  and  strong  tourism  economy. 
$450,000  cash.  Historic  building  included.  Contact  Terry  Licence 
COUNTY  EXCLUSIVE-  quaint  community  in  path  of  burgeoning  growth.  One  of  the 
Wesfs  best  small  market  opportunities.  2,500  paid  circulation  weekly  with  no  competi¬ 
tion.  $450,000  with  terms.  Contact  Terry  Licence 

ALL  IN  THE  FAMILY  -  Unusual  chance  to  buy  a  terrific  operation  in  the  same  hands  for 
generations.  Two  paid  circulation  weeklies,  plus  a  successful  central  plant.  No  competi¬ 
tion,  great  lifestyle  in  Midwest  recreation  area.  $1,600.00.  Priced  right  and  room  to 
grow.  Contact  Terry  Licence 

TWO  OF  A  KIND  -  Sister  weeklies  located  in  one  of  the  best  quality  of  life  areas  of  the 
upper  Midwest.  Paid  circulation,  combo  sales  and  common  editorial.  Clean  operation 
with  significant  growth  pattern.  $315, OCX)  buys  both  newspapers.  Possible  terms.  Con¬ 
tact  Terry  Licence 

THREE  AMIGOS  -  Three  towns  served  by  paid  weeklies  in  the  highest  growth  area  of 
the  Midwestern  state.  One  price  buys  all  for  $790,000.  Good  cash  flow  and  no  competi¬ 
tion.  Contact  Terry  Licence 

OWNER  ANXIOUS  -  Large  Midwest  city  shopper,  rack  publication  over  1 1  years  old. 
Price  less  than  gross  with  owner  financing  with  one-third  down.  Contact  Howard 
Alspach 

EVERYTHING  HERE  -  Ohio  weekly.  21,000  tree  circulation.  60  years  old  with  building 
and  press  priced  tor  less  than  $500,000  gross.  Contact  Howard  Alspach 
READY,  SET,  BUY!  -  Family  owned  weekly  group  in  wonderful  Northwest  locahon.  One 
paid  weekly,  one  specialty  free  weekly  and  two  free  monthly  publications  grossing 
$850,000  with  $200,000  cash  flow.  Priced  at  six  times  cash  flow.  Solid  staff  in  place, 
great  growth  potential  Contact  Mike  Lindsey 

GROWING,  GROWING  -  Six  paper  weekly  group  in  Southwest  grossing  $900,000  and 
thafs  just  the  beginning.  Owner  will  sell  all  or  part.  Priced  at  $700,000.  This  is  a  very 
livable  and  growing  location  .  Contact  Mike  Lindsey 

Call  for  details 

MEDIA  CONSULTANTS,  INC. 

Mike  Lindsey  (307)  772-0003 
Terry  Licence  (970)  577-7674 
Howard  Alspach  (740)  681-9259 

www.publicationsforsale.  com 
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-ANNOUNCEMENTS- 


NEWSPAPERS  FOR  SALE 


LISTING  OF  THE  WEEK: 

SMALL  MIO-SOUTH  Group 

perfect  for  hands-on  owner 
Price  at  less  than  IX  Gross  revenue 
We  have  many  other  weeklies 
bi-weekllesand  small  dallies 
Call  or  write  for  a  FREE  listing  newsletter! 
NATIONAL  MEDIA  ASSOCIATES 
EDWARD  ANDERSON,  BROKER 
PO  BOX  2001,  BRANSON,  MO  65615 
417-336-3457 

OR  E-MAIL:  BROKEREDl@AOL.COM 

BUFFALO,  NY  family  owned  55  year  old 
weekly  -  official  city  hall/school  district 
paper,  KAMEN  &  CO  (516)  379-2797 

LOCAL  MONTHLY  NEWSPAPER  For  Sale! 
Est.  14  years  in  SF  Bay  Area  $150K  Call: 
Jeff  Sacher  (707)  8884972 

MAJOR  CITY  MAGAZINE,  Slick,  4-color, 
profitable.  S225K.  Also  county  seat  week¬ 
lies,  others.  Free  list.  Bill  Berger,  ATN, 
1801  Exposition,  Austin,  TX  78703-2833 
(512)476-3950 

FOR  A  LIST  OF 

Publications  For  Sale  Go  To: 
www.mediamergers.com 
W.B.  Grimes  &  Co.,  Est.1959 


NEWSPAPERS  WANTED 


WANTED  TO  PURCHASE:  Small-town  news¬ 
papers  with  paid  circulation  4,000  or  above 
by  award-winning  non-public  group  that  will 
treat  your  employees  and  your  community 
as  well  as  you  have  done. 

Box  2036,  Editor  &  Publisher 
770  Broadway,  7th  FI,  NY,  NY  10003 


SPECIAL  SECTIONS 


ONLINE.  IN  PRINT.  No  Hassle. 

New  Revenue.  Right  now!  (866)  626-6836 
contentthatworks.com 


-EQUIPMENT  &  SUPPLIES- 


CAMERA  &  DARKROOM 


NO  NONSENSE  50"  WEB 
Squeeze  Lenses 
Herb  Carlbom  •  CK  Optical 
(310)  372-0372 


EQUIP/SUPPLIES  WANTED 


VIDEO-JET  SYSTEM  parts  for  model 
9416  VMS  printer  encoders,  computer 
chasis,  computer  boards,  etc. 

(631)369-0800  ext.  3107 


MAILROOM 


NEWSTEC,  INC 

Specializing  in  SLS/^uller  Martini 
and  Heidelberg  Inserting  Systems 

•  Spare  Parts  •  Training  •  Installation 

•  Mailroom  •  Systems  •  Inserter  Controls 

•  Buy/Sell  Used  Mailroom  Equipment 
Terry  Connors,  Director  of  Sales 

Phone:  (508)  85a7945 
Fax:  (508)  850-7951 
www.newstec.com 


-EQUIPMENTS  SUPPLIES- 


MAILROOM 


BUY/SELL/ALL  MAILROOM  EQUIPMENT 

Muller  Martini/Rima/Quipp 
HarrisAleidelbergAfall 
Stitcher/Trimmers  &  Inserters 
Joe  Scott  &  Associates,  Inc. 

(256)  997-9355  Fax  (256)  997-9656 


NEWSRACKS 


Coin  Operated,  Free  Distribution 
Wire  Plastic,  Wood,  Counter 
Floor,  &  WallEWe  Have  It  All 


Call  Now  (800)  243-3999 
Fax  (818)  764-5372 
NATIONAL  NEWSVEND 

7324  Greenbush  Ave.,  NH.,  CA  91605 


PRESSES 


Inland  Newspaper  Machinery  Cnrporation 

rot  accmplele  list  ol  pieste::  (BOO)  255-11746  a  (9131492-9050 
wwiii.iiilan(lnews.ciiin 


CURRENTLY  IN  STOCK 

1  1989  SSC”4-  high" 

•  6  -  unit  Urbanite  1200  series  press 

•  6  ■  unit  Community,  SC  folder 

•  2  - 1989  “2-  high”  SSC  towers 

•  2  -  Add-on  SC  units 

•  5  -  unit  V15A,  JF15  folder 
•6-unit VI 5C,  JF25 folder 

•  4,  6  -  unit  News  King 

•  Misc.  equipment:  C-O-V  105 

•  2  Quipp  200  Stackers, 3-  90  degree  turns 

•  Bump  turn,  Jardis  ribbon  deck 

•  2  Martin  EC-1038  splicers,  2  web  MEG 
infeed 

Inter-Continential  Graphics,  Inc. 
Fort  Myers,  Florida 
(941)  561-6401  Fax:  (941)  561-6402 
www.intercontinentaigraphics.com 

USED  PRESSES 

Let  us  help  you  through  the  process 
Sales  •  Rebuilding  •  Cylinders 
Installation  •  Service 

MOUNTAIN  STATES,  INC. 

(800)  257-3045 
www.msicylinders.com 

MOST  EXTENSIVE  SELECTION  OF 
USED  NEWSPAPER  PRESSES 
ON  THE  INTERNET  AT 
www.webpresses.com 


-INDUSTRY  SERVICES- 


CIRCULATION  SERVICES 


PRO  STARTS 

PROFESSIONALTELEMARKETING  SERVICES 
FOR  BUILDING  CIRCULATION 
TOM  ZGONC  (800)  776-6397 

WWW.PROSTARTS.COM 


100%  PREPAID  ORDERS  Coast  to  coast 
we  do  it  all!  Stops,Starts 
Conversion,  Nonpays 
Call  Lee  Van  Kirk@619-692-9364 
www.ncdtelesales.com 
ncd@worldnet.att.net 
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-INDUSTRY  SERVICES- 


CIRCULATION  SERVICES 


MARKETING  PLUS  INC. 

Telemarketing  specialists  in  circulation 
development.  Custom,  programs  for  any 
size  publication.  State  of  the  art  pre¬ 
dictive  dialer.  We  have  many  years  of 
experience  delivering  Quality  plus  Quan¬ 
tity  sales!  Phone:  (732)  738-5100 
FAX:  (732)  738-5115 
E-mail:  mpi@marketingplusinc.com 
www.marketingplusinc.com 

JOHN  A.  BURKE 

Single  Copy  Sales  •  Telemarketing 
Crew  Sales 
NY  •  NJ  •  PA 

Call/Fax:  (631)  588-2735 

SPECTRUM  MARKETING  SERVICES 

A  teleservice  solution  for 

•  Cold-call  projects 

•  Stopsaver  projects 

•  Up-grade  projects 

•  And  NIE  Fundraising 

Call  Doug  Reese  (800)  972-6778 


40  YEARS  NEWSPAPER 
EXPERIENCE 


Metro  News  Service,  Inc. 
Nationwide  TELEMARKETING 
Horace  Southward 
(877)  550-1515 
Eric  Southward 
www.metro-news.com 


CIRCULATION  SERVICES 
Professional  Telemarketing  &  Database 
Services 

THE  PREPAID  SUBSCRIPTION 
SALES  LEADER 

•  35%  Prepaid  Subscription  Sales 
GUARANTEED 

•  Digital  Audio  Recording  of  ALL  Sale 
Transactions 

•  Nonpay  Stops  Converted  to  PIA  Restarts 

•  New  Mover  Campaigns  From  $9.00 
Per  Orders  Including  Lists 

•  Telemarketing  Lists  &  Database  Services 

•  Inbound  Direct  Mail  Response/  Customer 
Services 

Visit  Our  Website: 
www.circulationservices.com 
Or  call  Andy  Orr  at: 

(970)  493-0470ext.  109 
for  a  confidential  consolation 


PISA  GROUP 
THE  Newspaper 
Telemarketing  Company 

•  Cold  Calling 

•  Conversions/Stop  Savers 

•  PIA  Experts 

•  Database  Marketing 

•  Finest  References  in  the  Industry 

•  Serving  Newspapers  Since  1976 

(888)  940-2200 
www.thepisagroup.com 

BETTER 

Telemarketing  Best  References 
The  Telesphere  Company 
(800)  884-9511 
HHalat@aol.com 


COMPUTER  SOFTWARE 


SOFTWARE  for  AR,  classifieds 
scheduling  &  circulation.  Fake  Brains 
(303)  791-3301  www.fakebrains.com 


COMPUTER  SOFTWARE 


COMPUTER  SYSTEMS  FOR  PUBLISHERS 

SM4  for  Contact  Management,  Print  or 
Web  Ad  Sales.  Production,  Billing,  Invoicing 
and  Accounting. 

•  SUB4  for  Subscription  Fulfillment. 

•  CATS  for  Competitive  Advertising. 

•  Custom  programming  available. 

Take  a  test  drive!!  See  it  at 
www.abelson.com/publishing.htm 
or  Call  Susan  or  Glenn  at  (516)  596-9610 


CONSULTANTS 


MARKETING  CONSULTANT 

Management  Executive  with  15-4  years 
experience  in  strategic  planning,  busi¬ 
ness  development,  sales  and  marketing, 
product  launches,  event  planning, 
awards  programs,  and  conference  man¬ 
agement  is  seeking  clients  with  event 
planning/marketing  needs  on  a  project 
basis.  Proven  track  record  of  increasing 
revenue,  developing  new  clients,  ex¬ 
tending  brand  and  producing  quality 
events. 

Producer  of  one  of  the  industry’s  most 
premier  events.  International  experience. 

Phone:  (609)  588-8703  E-mail: 
marshastoltman@hotmail.com 


PRESSROOM  SERVICFTS 


PRESSROOM  CLEANING  PROBLEMS? 

Dirty  presses,  ceilings,  walls,  beams?  Un¬ 
safe  floors,  catwalks  and  ladderways?  Dirty 
handling  systems,  duct  work? 

Daily  Service  Contracts 
()ne  Time  Service 
ALL  WORK  DONE  TO  YOUR 
COMPLETE  SATISFACTION 
40  Years  experience! 
PRESSROOM  CLEANERS 
CALL  TOLL  FREE  (800)657-2110 


-HELP  WANTED- 


ACADEMIC 


PUBLIC  RELATIONS  LECTURER 
Full-  time  lecturer  for  academic  years 
2001-2002  and  2002-2003,  Journalism 
Department,  California  Polytechnic  State 
University  starting  September  2001. 
ACEJMC  accredited  department  seeks  a 
journalism  generalist  for  its  Public  Relations 
specialization.  Teach  PR  survey  and  writing, 
campaigns,  PR  practicum,  news  writing  and 
editing. 

Qualifications:  Master's  degree  with  relevant 
mass  media  experience,  Ph.D.  preferred. 
Salary  is  commensurate  with  qualifications 
and  experience. 

Refer  to  Recruitment  Code  #13136  and 
send  letter  of  application,  resume,  three 
current  letters  of  reference,  and  official 
transcripts  to:  Dr.  Nishan  Havandjian-Head 
Journalism  Department-Cal  Poly  State  Uni- 
versity-San  Luis  Obispo,  CA  93407.  Official 
Cal  Poly  application  must  be  postmarked 
by  July  16,2001. 

Cal  Poly  is  strongly  committed  to  achieving 
excellence  through  cultural  diversity.  The 
university  actively  encourages  applications 
and  nominations  of  women,  persons  of  coL 
or,  applicants  with  disabilities,  and  mem¬ 
bers  of  other  under-represented  groups. 
AA/EEO. 


www.editorandpublisher.com 
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-HELP  WANTED- 


_ ACADEMIC _ 

ASSISTANT  PROFESSOR  TO  TEACH 
WRITING 

The  School  of  Journalism  and  Mass  Com¬ 
munication  at  the  University  of  North  Caroli¬ 
na  at  Chapel  Hill  is  searching  for  an  out¬ 
standing  assistant  professor  in  news-edit 
orial  journalism,  particularly  in  writing.  Du¬ 
ties:  Teach  three  courses  a  semester,  pri¬ 
marily  in  writing.  Perform  other  customary 
duties  of  a  faculty  member  in  the  School’s 
Journalism-Mass  Communication  Practice 
Tenure  Track:  creative  activity,  advising  and 
service.  Qualifications:  Capability  and  ex¬ 
pertise  to  become  an  outstanding  teacher 
and  faculty  member.  Appropriate  profes¬ 
sional  experience  in  news-editorial  journal¬ 
ism.  An  interest  in  or  knowledge  of  new 
media.  Applicants  must  have  a  strong  in¬ 
terest  in  teaching  the  introductory 
newswriting  course  required  of  all  students. 
The  person  chosen  would  probably  teach 
other  courses  such  as  reporting  and  copy 
editing.  Date  applications  will  begin  to  be 
reviewed:  Sept.  15,  2001. 

Starting  date  for  the  appointment:  Jan.  1  or 
July  1,  2002.  Applications:  Please  submit 
a  letter,  resume  and  at  least  three  refer¬ 
ences.  If  you  wish,  submit  course  syllabi  an 
d  other  relevant  material,  all  to:  Professor 
Jan  Yopp,  Chair  News-Editorial  Search  Com¬ 
mittee  School  of  Journalism  and  Mass  Com¬ 
munication  University  of  North  Carolina  at 
Chapel  Hill , Campus  Box  3365,  Chapel  Hill, 
NC  27599-3365.  Phone:  (919)  9624083. 

Fax:  (919)  962-0620 
E-mail:  jan_yopp@unc.edu 
The  University  of  North  Carolina  at  Chapel 
Hill  is  an  equal-opportunity  employer  and 
encourages  applications  from  all  qualified 
persons.  Applications  from  women  and  mi¬ 
norities  are  encouraged. 


ADVERTISERS 

For  Space/material 
deadlines  call 
Michele  MacMahon  at 
646.654.5303 


ACADEMIC 


ASSISTANT  PROFESSOR  IN 
COMMUNICATION  AND  TECHNOLOGY 
The  School  of  Journalism  and  Mass  Com¬ 
munication  at  the  University  of  North  Caroli¬ 
na  at  Chapel  Hill  is  searching  for  an  out¬ 
standing  person  to  join  the  faculty  as  an  as¬ 
sistant  professor  in  communication  technol¬ 
ogy.  The  School  recently  moved  into  a 
handsome,  well-equipped  building  and 
seeks  a  colleague  with  vision  and  dedication 
to  continue  the  School’s  tradition  of  ex¬ 
cellence.  Duties:  Teach  conceptual  courses 
and  multimedia  skills  courses  and  conduct 
research.  We  want  an  inspiring  scholar  to 
teach  and  carry  out  research  with  under¬ 
graduate  and  graduate  students  about  the 
impact  of  new  technology  on  society  and 
the  media.  Advise  theses  and  dissertations. 
Perform  other  customary  duties  of  a  facul¬ 
ty  member:  advising  and  service.  Qualifi¬ 
cations:  Capability  and  expertise  to  become 
an  outstanding  teacher  and  produce  excel¬ 
lent  research.  Appropriate  academic  degree 
(Ph.D.  preferred)  and  relevant  experience, 
especially  in  interactive  technology. 
The  person  might  have  an  academic  back¬ 
ground  and  professional  experience  in 
mass  communication,  computer  science, 
information  science,  online  media,  informa¬ 
tion  technology  or  another  area.  Appoint¬ 
ment,  Rank,  Salary:  Starting  date:  Jan.  1  or 
July  1,  2002.  Rank:  Assistant  Professor. 
Salary  competitive  with  peer  academic  insti¬ 
tutions.  Deadline:  The  search  committee 
will  begin  to  review  applications  on  Sept. 
15,  2001.  Applications:  Submit  a  letter, 
resume  and  names  of  at  least  three  refer¬ 
ences.  If  you  wish,  send  course  proposals, 
syllabi  or  other  appropriate  material,  all  to: 
Prof.  Thomas  A.  Bowers,  Chair  Communica¬ 
tion  Technology  Search  Committee  School 
of  Journalism  and  Mass  Communication 
Campus  Box  3365,  University  of  North  Car¬ 
olina  at  Chapel  Hill, Chapel  Hill,  NC 
27599-3365.  Phone:  (919)  9624373 

Fax:  (919)  962-0620 
E-mail:  tbowers@email.unc.edu 
The  University  of  North  Carolina  at  Chapel 
Hill  is  an  equal-opportunity  employer  and 
encourages  applications  from  all  qualified 
persons.  Applications  from  women  and  mi¬ 
norities  are  encouraged. 


CLHSSIFIED  HDUeRTISERS 


If  you  don’t  see  a  category  that  fits  your 
needs,  please  call  us  at; 

(888)-825-9149 

For  space  and  material  deadlines,  call: 

Hazel  Preuss  at:  (646)  654-5302 
michelemacmahonat:(646)  654-5303 
michele  Golden  at:  (646)  654-5304 


Editor  &  Publisher  has  been  your  communication  link  to 
the  newspaper  industry  every  week  since  1884. 

www.editorandpublisher.com 


ACADEMIC 


OUTSTANDING  ASSISTANT  PROFESSOR  IN 
GRAPHICS  AND  ADVERTISING 
The  School  of  Journalism  and  Mass  Com¬ 
munication  at  the  University  of  North  Caroli¬ 
na  at  Chapel  Hill  is  searching  for  an  out¬ 
standing  person  to  join  its  faculty  as  an  as¬ 
sistant  professor.  This  position  is  a  combi¬ 
nation  of  graphic  design  and  advertising. 
The  successful  applicant  will  teach  the 
School’s  beginning  graphic  design  course, 
the  beginning  course  in  advertising  creative 
and  other  appropriate  courses  over  time. 
All  of  the  School’s  design  courses  are 
taught  in  a  state-of-the-art  Macintosh  lab. 
Duties:  Teach  three  courses  a  semester. 
Perform  other  customary  duties  of  a  faculty 
member  in  the  School’s  Journalism-Mass 
Communication  Practice  Tenure  Track:  cre¬ 
ative  activity,  advising  and  service.  Qualifi¬ 
cations:  Candidates  should  have  expertise 
in  graphic  design  and  advertising  art  direc¬ 
tion  and  a  working  knowledge  of  new  media 
design  techniques  and  applications.  Appli¬ 
cants  should  be  proficient  in  appropriate 
software.  Date  applications  will  begin  to  be 
reviewed:  September,  15,  2001.  Starting 
date  tor  the  appointment:  Jan.  1  or  July  1, 
2002.  Applications:  Please  submit  a  letter, 
resume  and  at  least  three  references.  If 
you  wish,  submit  course  syllabi,  portfolio 
and  other  material,  all  to:  Professors  John 
Sweeney  and  Jay  Anthony,  Co-Chairs, 
Search  Committee  School  of  Journalism 
and  Mass  Communication,  University  of 
North  Carolina  at  Chapel  Hill , Campus  Box 
3365,  Chapel  Hill,  NC  27599-3365 
Phone:  (919)  9624074 
(Sweeney)  (919)  9624076 
(Anthony)  Fax:  (919)  962-0620 
Send  e-mail  to  either : 
jsweeney@email.unc.edu  or  email  to: 
janthony@email.unc.edu 
The  University  of  North  Carolina  at  Chapel 
Hill  is  an  equal-opportunity  employer  and 
encourages  applications  from  all  qualified 
persons.  Applications  from  women  and  mi¬ 
norities  are  encouraged. 


ADMINISTRATIVE 


PACKAGING  CENTER  MANAGER 
The  Anchorage  Daily  News!  71K  daily,  84K 
Sunday)  a  Me  Clatchy  newspaper,  seeks  an 
experienced  manager  to  actively  lead  and 
direct  this  department.  Following  are  areas 
of  expertise  required:  effective  utilization, 
scheduling  and  development  of  personnel: 
knowledge  of  equipment:  proven  skills  In 
the  performance  management  arena(hiring, 
coaching,  performance  appraisals)  which 
are  a  core  value  at  the  Daily  News:  and  re¬ 
sponsibility  for  development  and  mainte¬ 
nance  of  a  complete  department  budget. 
Come  and  prove  your  leadership  skills 
with  us! 

Anchorage  is  neighborly,  vibrant  city  with 
cultural  and  natural  wonders  galore!  If  you 
enjoy  fishing,  hunting,  skiing,  snowmo- 
biling,etc,  Alaska  is  the  place  for  you.  We 
offer  an  excellent  compensation  package 
that  includes  exceptional  benefits.  Please 
forward  your  resume  to: 

The  Anchorage  Daily  News 
Human  Resources  Department 
P.O.  Box  149001 
Anchorage,  AK  99514-9001 
Or  Fax  to:(907)  2574472 
The  Anchorage  Daily  News  is  an  Equal  Op¬ 
portunity  Employer  and  welcomes  diversity 
in  applicants. 


ADMINISTRATIVE 


INTERACTIVE  MEDIA  GENERAL  MANAGER 
Media  General,  a  leading  media  company  in 
the  Southeast,  is  seeking  a  general  manag¬ 
er  for  its  online  convergence  initiative  in 
Florence,  South  Carolina.  This  creative  and 
enthusiastic  leader  will  develop  and  manage 
operations  of  the  Florence  interactive 
venture  formed  through  MG’s  newspaper. 
(Florence)  Morning  News,  MG’s  television 
station,  WBTW  and  MG’s  new  Web  portal. 
The  general  manager  will  be  expected  to 
build  the  site(s)  into  a  daily  habit  for  regional 
users  as  the  leading  source  of  news,  in¬ 
formation  and  advertising.  This  individual 
will  also  be  expected  to  lead  the  way  on  lo¬ 
cal  portal  site  growth  through  original  Web 
content  and  applications.  Proven  ability  to 
plan  and  execute  projects  with  creativity 
necessary.  Must  have  at  least  five  years  of 
management  experience.  Complete  under¬ 
standing  of  technology,  Internet  content, 
Web  marketing  and  journalism  a  must. 
Four-year  college  degree  required.  E-mail  a 
cover  letter  and  resume  to:  Rik  Bell. New 
Media  Director.MG  Broadcast  Group 
E-mail:  RBell@mgbg.com. 

To  learn  more  about  us  go  to: 
www.mediageneral.com 

PUBLISHER 

To  lead  the  Grand  Haven  (Ml)  Tribune,  a 
10,300-circulation  six-day  newspaper  on 
the  beautiful  shore  of  Lake  Michigan.  You’ll 
replace  a  publisher  who’s  being  promoted 
effective  at  the  end  of  this  year  to  one  of 
our  larger  papers.  We're  a  family-owned 
group  that  gives  its  publishers  plenty  of 
running  room.  Applicants  should  have 
strong  hands-on  newspaper  management 
experience  and  a  record  of  creativity  and 
accomplishment  against  serious  competi¬ 
tion.  Internet  savvy  and  computer  literacy 
are  a  big  plus.  Write  (please  don’t  call)  with 
resume/references/salary  history  to: 

David  Rau,  chairman,  Reflector-Herald,  Inc. 
17  Pope  Avenue,  Executive  Park  Suite  3A 
Hilton  Head  Island,  SC  29928 
An  equal  opportunity  employer 

GENERAL  MANAGER 

Direct  day-to-day  operation  of  the  7,900 
paid,  6-day  daily  Republican  Eagle  and  the 
Eagle  Extra,  its  weekend  TMC.  Responsible 
for  leadership  of  35  staff,  creation  and  exe¬ 
cution  of  annual  budget,  setting  department 
goals,  community  involvement  and  team 
play  with  nine  sister  weeklies  in  group.  We 
want  an  individual  who  has  demonstrated 
abilities  in  revenue  enhancement,  long-range 
planning,  and  product  improvement.  The 
successful  candidate  will  have  a  college  de¬ 
gree  plus  3-5  years  of  related  experience, 
including  newspaper  management.  Great 
opportunity  for  anyone  seeking  life  in  a  safe, 
idyllic  Mississippi  River  community  with 
great  schools,  proximity  to  a  major  metro¬ 
politan  area  and  employment  with  an  excep¬ 
tional  family-owned  newspaper  group.  Com¬ 
petitive  package  with  unlimited  room  to 
grow.  Send  letter  and  resume,  including 
salary  history,  to:  Steve  Messick,  Republi¬ 
can  Eagle,  P.O.  Box  82.  Red  Wing,  MN 
55066.  www.republican-eagle.com. 


Call  us  about  our 
low  contract  rates! 

(888)  825-9149 
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-HELPWANTED- 


ADMINISTRATIVE 


GENERAL  MANAGER 

Our  family-owned  group  operates  with  a 
sense  of  urgency  each  and  every  day.  If 
you've  got  the  experience  and  track  record 
we  may  have  the  right  compensation/  bene¬ 
fit/relocation  package  and  fit  for  you  with  an 
opportunity  to  manage  two  paid  weekly 
newspapers  and  companion  shopper  in  a 
competitive  and  beautiful  upper  Midwest  lo¬ 
cation.  Letter  telling  us  what  you’re  worth 
and  resume,  in  confidence,  will  receive  ac¬ 
knowledgement  if  not  an  interview.  If  you 
can  sell  us  on  you,  we  can  darn  sure  sell  you 
on  us.  Reply  to: 

Box  2161,  Editor  &  Publisher 
770  Broadway,  7th  Fir.,  NY,  NY  10003 


ADVERTISING 


LOCAL  SALES  SUPERVISOR 
Live  and  work  in  one  of  the  most  beautiful 
and  historic  cities  on  the  East  Coast! 
Charleston  is  booming,  and  we  are  looking 
for  a  mid-level  sales  supervisor  to  manage 
a  staff  of  six  to  eight  salespeople.  This  po¬ 
sition  reports  to  the  Local  Sales  Manager.  If 
coaching,  selling,  and  forecasting  are  your 
strengths,  we  need  to  talk.  Please  send 
your  cover  letter  and  resume  to: 

Zach  Payer,  LSM,  The  Post  and  Courier 
134  Columbus  Street 
Charleston,  SC  294034800 
EOE 


ADVERTISING  SALES  fMNAGER 
Incredible  adventure  for  entrepreneurs  and 
sales  sharks  looking  for  fantastic  career  op¬ 
portunity.  Bigfoot  Media,  publisher  of  the 
Berkeley  Daily  Planet  &  San  Mateo  Daily 
Journal,  is  looking  for  high-energy  Sales 
Managers  to  build  and  lead  teams  at  small,  : 
start-up  California  daily  newspapers.  Abso-  j 
lutely  must  love  salesJooking  for  aggressive  : 
up  and  comers!  Competitive  compensation 
■¥  stock  options  for  aggressive  leaders.  Not 
for  the  faint-hearted:  strong,  entrepreneurial  : 
work  ethic  required!  E-mail  cover 
letter,  resume,  salary  history: 

hr@berkeleydailyplanet.net 
Or  Fax:  (510)841-5695 


ADVERTISING 


CLASSIFIED  ADVERTISING  SUPERVISOR 
The  European  Stars  &  Stripes,  a  daily  news-  ; 
paper  based  in  Griesheim  Germany,  has  an 
immediate  opening  for  a  Classified  Advertis¬ 
ing  Supervisor.  Responsibilities  include  su-  ' 
pervising  staff  of  Classified  Sales  Associ-  ' 
ates  in  daily  liner  and  display  advertising,  to 
include  classified  special  sections  and  ^ 
other  products  and  sales  promotions  initia¬ 
tives.  Coordinates  with  the  Marketing  direc¬ 
torate  for  regular,  effective  print  and  broad¬ 
cast  media  promotion  of  the  classified  ad¬ 
vertising  activity.  Responsible  for  regular 
telemarketing  solicitation  of  local  retail  ac¬ 
counts,  providing  the  Advertising  Manager 
with  regular  updates  on  new  target  accounts 
and  past  solicitation  performances. 
Sells  to  and  maintains  a  core  business 
while  maintaining  a  constant,  consistent,  fo¬ 
cus  on  solicitation  activity.  Actively  takes 
and  solicits  classified  business  when  not 
otherwise  occupied  in  supervisory  functions 
and  duties.  Requirements:  two  years  expe¬ 
rience  selling  classified  advertising  for  a 
daily  or  weekly  newspaper,  to  include  one 
year  in  a  supervisory  capacity.  National 
Agency  Check,  works  evenings  and  week¬ 
ends,  files  annual  Financial  Disclosure  state¬ 
ment.  Send  a  cover  letter  and  resume  to: 
European  Stars  and  Stripes 
NAF  Personnel  Office 
Unit  29480,  APO  AE  09211 
Announcement  NAF  SS01028 
Open  to  U.S.  citizens  only 
International  01149-6155-601433/207 
E-mail:  jobs@mail.estripes.osd.mil 


ADVERTISING  REP:CARIBBEAN 
Great  advertising  opportunity  in  the  sunny 
Caribbean.  Island’s  leading  weekly  seeks 
highly  motivated  ad  sales  rep  to  grow  mar¬ 
ket  share.  Strong  people  and  persuasive 
skills  essential.  Base  salary  of  $100  weekly 
plus  10  %  commission  in  a  market  where 
blue  skies  are  the  limit.  Rush  resume  to: 

Editor  and  Publisher  Classified,  7®  Floor 
P.O  Box  2172 
New  York,  NY.  10003 


CIRCULATION 


CIRCULATION 


CIRCULATION  MANAGER 
:  The  Standard  Times,  an  Ottaway  newspaper 
located  in  beautiful  south  coast  Massa¬ 
chusetts,  is  seeking  a  Circulation  Manager. 

'  This  is  the  #2  position  in  the  department 
'  and  a  terrific  opportunity  for  an  energetic 
individual  with  a  strong  background  in  home 
;  delivery  operations.  The  person  selected 
will  have  excellent  communication  and 
coaching  skills  and  have  the  ability  to  con¬ 
tribute  strategically  to  our  department  and 
organization.  New  England  based  candidate 
preferred.  For  consideration,  please 
send  your  resume  to: 

Brian  Stephens  ,Circulation  Director 
The  Standard  Times 
25  Elm  Street 
New  Bedford,  MA  02740 
Or  e-mail:  bstephens@s-t.com 
Or  FAX:  1(508)  9794541 

ABC  AUDITOR  NEEDED 
Meadowlands  Marketing  Group  is  seeking  a 
current  or  former  ABC  Auditor  to  conduct  a 
complete  legal  review  of  New  jersey’s  larg¬ 
est  newspaper  circulation  practices. 

We  are  interested  and  seek  advice  in  NIE 
practices,  poster  and  promotional  givea¬ 
ways,  hawking  practices,  as  well  as  days  of 
elimination.  Accurate  professional  reviews 
are  imperative. 

Excellent  compensation  available. 

Please  call  Mr.  Atlas 
(201)842-8380 


SEVEN-DAY  AM  daily  in  Zone  2  seeks  expe¬ 
rienced  daily  newspaper  professional  to 
grow  home  delivery,  single  copy,  and  NIE 
while  delivering  over-the-top  customer  serv¬ 
ice  in  this  highly  competitive  market.  Join 
this  rapidly  expanding  public  company  with 
enormous  growth  potential.  Send  letter  of 
application,  resume,  and  salary  history  to: 
(jeneral  Manager,  The  Middletown  Press 
2  Main  Street,  Middletown,  CT  06457 
Or  E-mail:  lfabrizio@journalregister.com 
Equal  Opportunity  Employer 


SINGLE  COPY  SALES  MANAGER 
The  Des  Moines  Register,  a  155,000  daily, 
and  250,000  Sunday,  Gannett  newspaper, 
has  an  opening  for  a  single  copy  sales  man¬ 
ager  with  previous  single  copy  sales,  circu¬ 
lation  marketing  and  operations  experience. 
This  is  primarily  a  sales  position  and  does 
not  manage  the  trucking  and  delivery  of  the 
newspaper.  This  position  requires  a  high 
energy  individual  who  can  grow  the  number, 
motivate  a  department  of  sales-oriented  in¬ 
dividuals,  and  continually  introduce  and  exe¬ 
cute  innovative  ideas,  programs  and  promo¬ 
tions  that  will  result  in  increased  sales.  Can¬ 
didate  must  have  direct  sales  experience 
and  be  proficient  in  Excel  and  Word;  famil¬ 
iarity  with  the  AS400  system  would  be  a 
plus.  A  positive  can-do  approach,  strong 
customer  service  skills,  and  a  drive  for  ad¬ 
vancement,  are  necessary  for  consideration 
for  this  position.  We  offer  a  competitive 
salary,  commission  plan,  and  an  excellent 
benefits  package.  Please  send  resume,  in¬ 
cluding  salary  history  to: 

The  Des  Moines  Register 
c/o  Craig  Hester 
715  Locust  Street 
Des  Moines,  lA  50309 
Or  Fax:  (515)284-8067 
E-mail :  chester@dmreg.com 


CIRCULA’nON 


I  STATE  ZONE  MANAGER 

I  A  150,000  daily  and  250,000  Sunday  Gan- 
;  nett  newspaper  located  in  the  Midwest  is 
searching  for  an  ambitious  and  effective 
zone  manager.  Candidates  with  2-3  years 
circulation  experience,  or  equivalent  man¬ 
agement  skills  are  invited  to  apply.  A 
strong  work  ethic  and  desire  to  succeed 
I  are  the  qualities  most  desired.  We  offer  ex- 
I  cellent  compensation  along  with  commis- 
!  Sion  and  benefit  package,  including  medical, 

:  dental,  life  insurance,  retirement,  401(k)  and 
I  great  growth  opportunities;  all  in  a  very  af- 
;  fordable  location.  Employment  is  contin- 
j  gent  on  passing  a  pre-employment,  post  of- 
!  fer  drug  test.  Fax  resume  with  salary  histo- 
I  ry  to  Bill  Seemiller  at  515-286-2547 
or  e-mail  to:bseemiller@dmreg.com 


CIRCULATION  SALES  MANAGER 
;  The  Northwest  Herald,  a  35,000  family 
owned  daily  newspaper,  located  40  miles 
I  northwest  of  Chicago  is  looking  for  an  ener- 
I  getic,  proactive  Circulation  Sales  Manager. 

-  The  ideal  candidate  will  have  a  proven  track 
i  record  in  successful  door-to-door  sales  pro¬ 
grams  and  a  strong  point  of  purchase  and 
!  database  marketing  background.  This  posi- 
'  tion  is  responsible  for  all  circulation  sales 
'  efforts  including  telemarketing,  subscriber 
:  retention,  single  copy  point  of  purchase 
promotions,  direct  mail,  carrier  contests 
and  subscriber  acquisition  programs,  i.e. 
door-to-door.  Kiosk  and  special  events.  This 
is  a  tremendous  opportunity  to  work  in  a 
competitive  environment  located  in  affluent 
growing  market.  Excellent  salary  and  com- 
j  mission  along  with  a  comprehensive  benefit 
package  Send  resume  to: 

Northwest  Herald 
c/o  Circulation  Director 
P.O.  Box  250 
Crystal  Lake,  IL  60039 


EDITORIAL 


1  AUTOMOTIVE  EDITOR 

The  Orlando  Sentinel  is  seeking  an  automo- 
j  tive  journalist  to  write  for  and  lead  its  week- 
'  ly  auto  section.  We  need  someone  who 
i  knows  cars,  writes  engagingly  about  prod- 
1  ucts,  trends  and  safety  and  can  direct  the 
I  section  with  imagination  and  authority. 

{  Send  resume  and  clips  to: 

(Mr.)  Dana  Eagles,  Recruitment  Editor 
I  Orlando  Sentinel,  633  North  Orange  Ave 
!  Orlando,  FL  32801 

SPORTS  EDITOR 

A  20,000-circulation  7-day  daily  in  Zone  9 
is  looking  for  a  sports  editor  to  join  its  man- 
]  agement  team.  Our  next  sports  editor  must 
have  a  passion  for  local  sports  and  enter¬ 
prise  stories.  Newspaper  experience  is  re¬ 
quired.  Send  cover  letter,  resume,  five 
work  samples  and  salary  history  to: 

Box  2174,  Editor  and  Publisher 
770  Broadway,  7th  Floor 
New  York,  NY  10003 


REPORTER 

Crain's  Chicago  Business  needs  Reporter 
to  cover  the  banking  and  financial  services 
industry.  Responsibilities  include  in-depth 
i  reporting  and  analysis.  Business  reporting 
experience  with  daily  newspaper  or  wire 
service  required.  Send  resume  and  cover 
letter  to:  Lara  Reed,  Crain  Communications 
Inc. 740  North  Rush  Street.Chicago,  IL 
6061 1. EOE  M/F/V/D.  No  phone  calls. 

www.editorandpublisher.com 


DIRECTOR  OF  SALES  AND  MARKETING 
The  Gainesville  Sun  and  Ocala  Star-Banner 
have  clustered  their  distinct  publications  to 
create  a  daily  combined  circulation  market 
of  110,000.  We  are  looking  for  a  creative 
advertising/marketing  executive  to  lead  our 
classified,  retail  and  marketing  efforts  in 
North  Central  Florida.  This  two-county  area 
is  known  as  the  home  of  the  University  of 
Florida  in  Gainesville  and  hundreds  of 
beautiful  horse  farms  in  Marion  County. 
Marion  County  is  one  of  the  fastest-growing 
communities  in  Florida. 

Candidate  should  be  a  hands-on  high 
energy  individual  with  excellent  people 
skills  and  a  great  track  record. 

Owned  by  the  New  York  Times  Co.  and  an 
equal  opportunity  employer  we  offer  excel¬ 
lent  benefits,  relocation,  pension,  401(k) 
program,  superior  heal^  insurance,  and 
stock  options. 

If  you  are  interested  in  joining  us  in  this 
newly  created  market  opportunity  please 
send  your  resume  and  cover  letter  to: 

The  Gainesville  Sun 
Attn:  Jim  Doughton,  Publisher 
P.O.  Box  147147 
Gainesville,  FL  32614-7147 
Or  E-mail:  jim.doughton@gvillesun.com 


CIRCULATION  MANAGER  -  Immediate  open¬ 
ing  for  circulation  manager  (circulation 
5,000  daily)  at  Manistee  News  Advocate, 
located  in  resort  community  of  Manistee  on 
Lake  Michigan.  Ideal  candidate:  1  or  more 
years  of  prior  circulation/newspaper  experi¬ 
ence,  professional,  enthusiastic  and  the 
ability  to  work  well  independently.  The  posi¬ 
tion  offers  competitive  salary  with  benefits. 
Send  letter  of  application,  resume,  salary 
requirements: 

The  Pioneer  Group 
Cheryl  Rosen,  Human  Resources 
502  N.  State  Street,  Big  Rapids,  Ml  49307 
Or  E-mail:  crosen@pioneergroup.net 
by  June  10,  2001 


I  DIRECTOR:  PARTNERSHIP  DEVELOPMENT 
I  Looking  for  an  exciting  way  to  share  your 
I  circulation  marketing  expertise  with  other 
newspapers?  We’re  seeking  an  innovative 
leader  to  join  our  rapidly  growing  database 
marketing  &  circulation  solutions  company. 

I  The  Director  of  Partnership  Development 
I  leads  our  business  development  &  client 
I  services  teams.  To  learn  more  visit: 

I  www.media-venture.com  today! 
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EDITORIAL 


REPORTER  ! 

General  assignment  reporter  wanted  for  a  j 
small,  but  lively,  daily  in  beautiful  west-cen¬ 
tral  Michigan.  We're  an  award-winning  paper  i 
that  does  many  things  small  dailies  seldom  ; 
do.  We  value  creativity,  initiative  and  good  | 
writing.  Some  experience  preferred  but  will  i 
consider  a  recent  graduate.  Contact:  David  i 
L.  Felts,  Editor,  The  Daily  News,  109  N.  i 
Lafayette,  Greenville,  Ml  48838  or  call: 

(616)  754-9303  {  ext.  3032) 
_ EOE.  M/F/F/H _ ! 

EDITOR  AND  REPORTER  (two  poistions  avail-  | 
able)  for  Latin  America.  Daily  electronic  i 
newsletter  targeted  to  businesses  is  seek-  | 
mg  an  editor  and  a  reporter  to  cover  Latin  j 
America.  Positions  are  based  in  Washington  i 
DC  and  require  significant  writing.  Spanish  i 
required.  Contact  Amy  Olen  at  fax: 

(202)  822-9553. 

E-mail:  aolen@thedialogue.org 

FULL  TIME  SLOT  with  benefits  for  experi¬ 
enced  reporter  with  penchant  for  digging. 
This  award-winning  weekly  stresses  writing  : 
skills,  creativity  and  a  taboo  on  legalese  in  | 
covering  the  legal  community  and  its  ' 
movers  and  shakers.  The  paper’s  standards 
are  of  a  large  daily.  Send  resume, clips  to:  i 
Editor,  New  Jersey  Lawyer,  2035  Lincoln  | 
Hwy,  Edison,  NJ  08817  or:  i 

Fax:(732)650-7010  1 

COPY  CHIEF 

The  Stuart  News,  a  40,000<irculation  daily  i 
on  Florida’s  highly  competitive  Treasure  i 
Coast,  is  looking  for  a  meticulous  wordsmith  i 
who  has  a  superlative  command  of 
the  English  language  and  AP  style,can  write 
sparkling,  accurate  headlines  and  has  the  i 
ability  and  willingness  to  work  with,  and  ' 
mentor,  less  experienced  copy  editors.  Will  ! 
work  with  10  other  copy  editors  and  de-  ' 
signers  and  interact  with  the  Metro  desk  of  | 
the  Stuart  and  Port  St.  Lucie  News.  Send  i 
resume  to:  The  Stuart  News,  Attn:  Tim 
Woltmann,  P.O.  Box  9009,  Stuart,  FL  i 
34994  or  to  Woltmann@stuartnews.com.  i 
EOE.  DFWP^_ _  ' 

ASSISTANT  EDITOR 

Texas  Lawyer,  an  award-winning  legal  j 
newspaper,  seeks  experienced  assistant  i 
editor  in  Dallas  office.  Must  have  excellent  j 
reporting,  editing  and  proofing  skills.  Law 
degree  preferred.  Quark  knowledge  a  plus. 
Send  resume,  clips  to:  Colleen  :  McGushin, 
editor  in  chieL  900  Jackson  #500,  Dallas, 
TX  75202;  fax:(214)741-2325;  emiail: 

cmcgushin@amlaw.com  I 

REPORTER  j 

Disaster  News  Network,  website  at: 
www.disasternews.net.  located  near  Balti-  I 
more-Washington,  seeking  college  grad  for  | 
4-month  internship-may  lead  to  permanent  ! 
position.  Salary  range  is  $20-$22k  plus  ; 
benefits.  Resume,  clips  to:  f 

hr@disasternews.net  ! 

or  Fax:  (443)  755-9995  | 

ASSISTANT  EDITOR  ! 

Small  daily  paper  in  the  heart  of  the  Rocky  ! 
Mountains  seeks  a  assistant  editor  to  lead  i 
reporting  staff.  Candidates  must  have  daily 
newspaper  experience.  Must  be  energetic,  ^ 
positive,  have  excellent  copy  editing  and  AP 
style  skills.  Must  be  highly  organized  and 
have  the  ability  to  juggle  different  duties. 
Please  send  resume,  story  and  editing  clips 
to  “Editor”  at  Summit  Daily  News,  P.O.  Box 
329,  Frisco,  CO  80443. 

www.editorandpublisher.com 


EDITORIAL 


MANAGING  EDITOR 

The  Olathe  (KS)  Daily  News,  an  award-winn¬ 
ing  Knight  Ridder  newspaper  in  suburban 
Kansas  City,  is  seeking  a  Managing  Editor 
to  lead  its  eight-person  news  staff.  This  is 
an  outstanding  opportunity  for  a  strong,  in¬ 
novative  and  experienced  newsroom  leader. 
Exceptional  talents  in  community  journalism, 
editing,  and  layout  and  design  are  a 
must.  The  ideal  candidate  will  demonstrate 
exceptional  organizational  and  motivational 
skills,  as  well  as  have  a  keen  understanding 
of  the  unique  challenges  of  a  suburban  mar¬ 
ketplace.  The  Daily  News  is  an  8,000  AM 
daily  located  in  the  fastest  growing  city  in 
Kansas.  Applicants  should  send  a  cover 
letter,  resume,  work  samples  and  salary 
history  to: 

Michael  Hurd,  Publisher 
The  Olathe  Daily  News 
514  S.  Kansas  Ave. 

Olathe,  KS  66061 

E-mail:  mhurd@olathedailynews.com 
FAX:  913-764-2251 


ASSOCIATE  EDITOR 

Philadelphia  Gay  News,  an  award-winning 
weekly  newspaper ,  seeks  an  associate  edi¬ 
tor.  Strong  editing,  writing,  design  and 
technical  skills  are  essential;  experience 
with  QuarkXPress  and  Photoshop  is  re¬ 
quired.  Candidates  should  have  a  college 
degree  and  journalism  experience.  This  is  a 
full-time,  salaried  position  with  a  generous 
benefits  package.  Send  cover  letter,  re¬ 
sume,  clips  and  references  to: 

Patti  Tihey,  Editor 
Philadelphia  Gay  News 
505  S.  Fourth  St. 

Philadelphia,  Pa.  19147 


ACQUISITIONS  EDITOR 
The  Acquisitions  Editor  conceptualizes  and 
proposes  new  books,  reviews  manuscripts, 
identifies,  recruits  and  contacts,  and  nego¬ 
tiates  contracts  with  authors  to  write  sports 
and  fitness  books  for  consumers,  coaches, 
athletes  and  fitness  enthusiasts.  The  Editor 
guides  projects  through  a  review  process, 
works  with  authors  to  develop  and  organize 
books  and  oversees  the  editorial  and  print¬ 
ing  processes.  A  bachelor's  degree  in  kine¬ 
siology,  physical  education  or  journalism 
and  4.5  months  of  experience  editing 
and/or  writing  for  sports/fitness  publica¬ 
tions  required.  The  position  is  based  in 
Champaign,  Illinois  and  requires  forty  hours 
per  week  8:00  a.m.  -  5:00  p.m.,  salary  is 
$46,400.  Applicants  must  show  proof  of 
legal  authority  to  work  in  the  U.S.  Send 
resumes  to: 

Illinois  Department  of  Employment  Security 
401  South  State  Street  -  7  North 
Chicago,  IL  60605 
Attention:  Leonard  Boksa 
Reference  #V-IL  25434  -  B 
AN  EMPLOYER  PAID  AD 
NO  CALLS  -  SEND  2  COPIES  OF  BOTH 
RESUME  &  COVER  LETTER 


BUSINESS  WRITER 

The  News  Herald  in  beautiful  Panama  City, 
Florida,  seeks  a  business  writer.  One  to 
two  years’  experience  or  a  sharp  recent 
college  grad.  Send  a  resume  and  six  clips 
to  Hal  Foster,  The  News  Herald,  P.O.  Box 
1940,  Panama  City,  FL  32402. 


EDITORIAL 


LOOKING  FOR  THAT 
EXCELLENT  CAREER  MOVE? 

The  Ogden  Newspapers  has  openings  at  a 
few  of  our  36  daily  newspapers.  We  have 
current  openings  in  Circulation,  Editorial, 
Advertising,  Production  and  more.  Check 
out  our  Career  Opportunity  page  at: 
www.ogdennews.com/opportunities 


ASSISTANT  METRO  EDITOR 
The  Corpus  Christ!  (TX)  Caller-Times,  an 
award-winning  Scripps  Howard  newspaper, 
needs  an  assistant  metro  editor.  Contact 
Libby  Averyt,  P.O.  Box  9136,  Corpus 
Christ!,  TX  78469. 

MANAGING  EDITOR 

Take  charge  managing  editor  sought  for 
the  Estes  Park  Trail  Gazette  located  in  the 
beautiful  Rocky  Mountains.  Editor  will  lead  a 
newsroom  staff  of  five  in  continuing  to  im¬ 
prove  our  award  winning  bi-weekly.  Candi¬ 
date  will  have  solid  experience  with  man¬ 
agement  background,  pagination,  layout 
skills  and  can  maintain  a  news  edge.  Excel¬ 
lent  pay  and  benefits  package.  Send  cover 
letter,  resume  and  salary  requirements  to: 
Bill  Ferguson,  Publisher,  Estes  Park  Trail 
Gazette,  P.O.  Box  1707,  Estes  Park,  CO 
80517.  E-mail:  bill@eptraiLcom. 

GENERAL  ASSIGNMENT  REPORTER 
The  Daily  Iberian,  an  award-winning, 
15,000-circulation,  7-day  newspaper  in  the 
heart  of  Cajun  Country,  is  seeking  a  general 
assignment  reporter  to  cover  our  outlining 
communities.  Degree  in  journalism  or  relat¬ 
ed  field  preferred.  Send  cover  letter, 
resume  and  clips  to  Jim  Smith,  Managing 
Editor,  The  Daily  Iberian,  P.O.  Box  9290, 
New  Iberia,  La.  70562: 

or  fax  to  (337)  367-9640  or  email  to: 
dailyiberian@bellsouth.net 

EDITORIAL 


EDITORIAL 


EDITOR/SUN  VALLEY  IDAHO 
Live  and  work  in  one  of  the  top  recreational 
areas  in  the  country.  As  the  editor  of  this  7 
time  winner  of  the  Idaho  Press  Club’s  Gen¬ 
eral  Excellence  award  for  weeklies,  you’ll 
work  closely  with  reporters,  photographers, 
staff  and  community  members.  Proficiency 
in  Quark,  Photoshop  and  page  design  on 
Mac’s  desired. 

You  must  share  our  passion  for  he  environ¬ 
ment,  wildlife,  local  news  and  quality  of  life 
to  move  this  newspaper  forward.  This  is  a 
great  opportunity  to  lead  your  first  news 
department  or  bring  your  skills  to  a  news¬ 
paper  that  IS  celebrating  120  years  of  pub¬ 
lishing.  Salary  and  full  benefits  package. 

Send  a  cover  letter  and  resume  to: 

Jeffrey  S.  Bertz,  Publisher 
The  Wood  River  Journal 
15  East  Bullion 
Hailey,  ID  83333 
E-mail:  publisher@wrjournal.com 


COVER  SOUTH  FLORIDA’S 
MOVERS  &  SHAKERS 

The  Miami  Daily  Business  Review, 

an  award  winning  business  and  legal 
daily  in  Miami,  Fort  Lauderdale  and 
West  Palm  Beach,  is  always  looking 
for  WRITERS  with  a  thirst  for  breaking 
news  and  a  flair  for  excellent  writing. 
Our  readers,  subjects  and  sources  are 
the  people  and  businesses  that  shape 
South  Florida. 

If  you  can  meet  high  standards  and 
compete  in  an  intense  and  exciting 
journalism  market,  please  send  your  re¬ 
sume  and  clips  to: 

Ecftor,  Miami  Daiy  Business  Review 
One  S.E.  Third  Avenue,  #900 
Miami,  FL  33131 

EDITORIAL 


News  Director 

Provide  professional  staff  leadership  and  direction  to  the  news-editorial  and  photography 
staffs  of  The  Baylor  Lariat.  This  is  a  new  position  working  evening  and  some  weekend 
hours.  Master’s  degree  in  Journalism/Communications  required  with  5-*-  years  experi¬ 
ence  in  a  comparable  position  involving  work  with  a  student  newspaper,  preferably  a 
religiously  affiliated  college  or  university.  Significant  experience  as  a  reporter  and/or  edi¬ 
tor.  Demonstrated  management  and  supervisory  skills. 

Technology  Supervisor 

Provide  professional  staff  support  to  the  news-editorial  and  sales/marketing  staffs  of  The 
Baylor  Lariat,  Round  Up  yearbook.  Focus  Magazine,  and/or  online  activities.  Responsi¬ 
ble  for  the  digital,  camera-ready  preparation  of  the  advertising  and  news-editorial  content 
of  the  daily  morning  student  newspaper,  yearbook  and  various  special  sections,  as  well 
as  developing  and  maintaining  online  efforts  of  Baylor  student  publications.  This  is  a 
new  position  working  evenings  and  some  weekend  hours.  Bachelor’s  Degree  in  Informa¬ 
tion  Systems  or  Computer  Science.  Knowledge  of  current  software/hardware  common¬ 
ly  used  in  a  publishing  environment.  Organizational  and  teaching  skills. 

To  apply,  submit  letter  of  application,  resume,  and  Baylor’s  application  form,  which  can 
be  completed  online  by  going  to  www.baylor.edu/-Personnel 

or  Cali:  (254)  710-8539.  Send  or  FAX:  (254)710-3819)  information  to: 
Personnel  Services,  Baylor  University 
P.O.  Box  97053,  Waco,  TX  76798-7053 
Salaries  are  commensurate  with  education  and  experience 

Baylor  is  a  Baptist  university  affiliated  with  the  Baptist  General  Convention  of  Texas.  As 
an  Affirmative  Action/Equal  Employment  Opportunity  employer,  Baylor  encourages 
minorities,  women  and  persons  with  disabilities  to  apply. 
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ASSISTANT  CITY  EDITOR 
The  Columbus  Dispatch,  an  award-winning 
newspaper  in  Ohio’s  capitol  city,  also 
named  one  of  the  “10  that  do  it  right”  by 
Editor  and  Publisher,  is  looking  for  a  leader 
who  can  guide,  assist  and  motivate  report¬ 
ers.  The  emphasis  first  is  on  a  leader.  We 
want  somebody  who  understands  reporters 
and  the  complexity  of  their  jobs,  who  can 
work  with  them  to  brainstorm  creative  story 
ideas  and  improve  their  reporting  and  writ¬ 
ing.  You  must  be  able  to  work  well  with 
people  and  we  value  good  reporting,  writing 
and  editing  skills.  We  want  to  see  clips 
both  from  your  reporting  career,  as  well  as 
stories  or  projects  you’ve  guided  as  an 
editor.  If  you’re  interested,  please  send  a 
cover  letter,  resume  and  clips  to: 

The  Columbus  Dispatch 
Human  Resources  Department 
Attn:  Kimberly  Barleycorn 
34  South  Third  Street 
Columbus,  OH  43215 


ASSISTANT  MANAGING  EDITOR  -  SPORTS 
The  Portland  Press  Herald/Maine  Sunday 
Telegram,  Maine’s  largest  news  gathering 
organization,  located  in  beautiful  and  his¬ 
toric  downtown  Portland,  seeks  an  experi¬ 
enced  editor  to  oversee  its  award  winning 
sports  section.  The  Assistant  Managing  Edi¬ 
tor  -  Sports  is  responsible  for  working  with 
writers  and  columnists  on  story  selection, 
ideas  and  quality  issues  as  well  as  working 
with  sports  editors  on  design,  content, 
headlines  and  other  production  issues.  The 
Assistant  Managing  Editor  is  also  responsi¬ 
ble  for  representing  the  sports  section  in 
relations  with  readers  and  the  public. 
MINIMUM  REQUIREMENTS: 

•  Previous  experience  at  a  daily  newspaper 

•  Knowledge  of  newspaper  production 

•  Bachelor’s  degree  or  significant  profes¬ 
sional  experience  required 

•Experience  in  a  management  position 
preferred 

•Knowledge  of  local,  college  and  profes¬ 
sional  sports  preferred 
Interested  applicants  should  submit  a  letter 
of  interest  and  resume  to: 

Assistant  Managing  Editor  -  Sports  search 
The  Portland  Press  Herald  & 

Maine  Sunday  Telegram 
Human  Resources  Office 
390  Congress  Street,  Portland,  ME  04104 
Equal  Opportunity  Employer 


ASSISTANT  CITY  EDITOR  sought  for  an 
award-winning  daily  in  the  foothills  of  the  Si¬ 
erra  Nevada.  Responsibilities  include  editing 
news  and  coordinating  features  and 
special  sections.  Journalism  or  related  de¬ 
gree  and  relevant  newspaper  experience 
required.  Photo  experience  a  plus.  Send 
cover  letter,  resume,  and  at  least  12  of 
your  best  clips/editing  samples  to:  City  Edi¬ 
tor  Judy  Brill,  The  Union,  464  Sutton  Way, 
Grass  Valley  CA  95945  or  email  to: 
judyb@theunion.com 


ALASKAN  WEEKLY  seeks  experienced  re¬ 
porter.  Earn  $525-600  per  week  plus  relo¬ 
cation  assist.  Fax  or  e-mail  cover  letter,  re¬ 
sume  and  5  clips  to:  (907)  772-4871  or 
“publisher”  at:  www.petersburgpilot.com 
Phone:  (907)772-9393 

www.editorandpublisher.com 
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GENERAL  ASSIGNMENT  REPORTER  needed 
for  growing  community  near  Las  Vegas.  Re¬ 
cent  grads,  and  recent  applicants  (we  may 
have  lost  your  resume)  welcome.  Contact 
Marie  at  :(775)  727-5102. 

MANAGING  EDITOR 

Expanding  to  Vegas,  upscale  glossy  adult 
entertainment  guide  is  looking  for  a  knowl¬ 
edgeable,  irreverent,  boldly-original  and 
multi-task  oriented  person.  Send  resume 
and  salary  requirements  to: 

Playtime  Magazine 

ATTN:  Mr.  Crosby 
FAX  TO:  602-438-8524 
E-MAIL  TO:  wrcplaytime@hotmail.com 
SEND  TO:  2404  W.  Huntington  Dr. 

Tempe,  AZ  85282 


UNIVERSITY  OF  FLORIDA 
Director  and  Associate  Director  of  News 
and  Public  Affairs 

The  University  of  Florida  seeks  applicants 
for  the  positions  of  Director  and  Associate 
Director  of  News  and  Public  Affairs.  The 
successful  candidates  for  these  positions 
will  provide  leadership  to  a  full-service  cam¬ 
pus  communications  department. 
Qualifications: 

Director:  Bachelor’s  degree  in  journalism, 
public  relations,  mass  communications, 
marketing  or  similar  is  required,  with  a  mas¬ 
ter’s  degree  preferred.  Extensive  experi¬ 
ence  with  news  organizations  or  cam¬ 
pus/corporate  communications  is  neces¬ 
sary  with  a  minimum  of  seven  years  of  that 
time  in  a  supervisory  capacity.  Willingness 
to  travel  is  required.  Salary  range: 
$50-56,000  Deadline:  June  18,  2001 
Associate  Director:  Bachelor’s  in  appropri¬ 
ate  area  with  6  years  direct  experience  or 
Master’s  with  four  years  of  direct  experi¬ 
ence.  Salary  range:  $3843,000  Deadline: 
July  8,  2001. 

Both  candidates  must  be  able  to  demon¬ 
strate  abilities  in  managing  organizations, 
working  effectively  with  the  news  media, 
and  coordinating  organizational  efforts  to 
maximize  media  coverage. 

Send  resume  and  references  to: 

Dr.  K.  Anderson  Crooks.  Search  Chair 
Office  of  Public  Relations 
P.O.  Box  113156  University  of  Florida, 
Gainsville,  FL  32611 


From  the 

newsrooms 

to  the 

PRESSROOMS 

to  the 

boardrooms  - 

no  one  covers  the 
newspaper  business  like 
Editor  &  Publisher 


visit  our  website  at 
www.edi toraiulpiiblislier.com 


PRESSROOM 


Bartash  is  a  7  day,  24  hour  printing  op¬ 
eration  that  seeks  an  experienced  press¬ 
room  supervisor  that  has  the  ability  to 
commit  to  tight  deadlines,  work  under 
pressure  while  providing  excellent  print 
quality.  The  supervisor  has  the  responsi¬ 
bility  to  manage  a  press  crew  of  20  to 
operate  four  press  lines.  Ideal  candidate 
will  have  press  experience  on  a  Commu¬ 
nity.  Suburban,  and  Tensor  press  units. 
Special  consideration  will  be  given  to 
candidates  that  have  printing  experience 
with  quarter-folds,  on-line  glue  and  proc¬ 
ess  color.  This  is  a  pivotal  role  that  re¬ 
quires  planning,  management  skills  and 
the  ability  to  produce  bottom-line  results 
by  streamlining  the  production  process. 
Submit  your  resume  to: 

Bartash  Printing 
Attention:  Edward  Yucis 
5400  Grays  Avenue 
Philadelphia,  PA  19143 
Phone:  (215)  724-1700 
Fax:  (215)  724-3948 


PRODUCTION/TECH 


PRODUCTION  MANAGER 
Daily  newspaper  in  southeast  Arizona  with 
full  commercial  print  schedule  seeks  pro¬ 
duction  manager.  Quality  minded,  well  or¬ 
ganized,  problem  solver,  hands-on  supervi¬ 
sor.  Goss  Community  press  and  must  know 
all  facets  of  prepress.  Apply  to: 

Philip  Vega,  GM,  The  Herald 
102  Fab  Ave. 

Sierra  Vista,  AZ  85635 


-POSITIONS  WANTED- 


EDITORIAL 


EDITOR/SYSTEMS  SPECIALIST  -  Fully  ex¬ 
perienced  copy/slot/news  editor,  paginat¬ 
ion/content  system  installer/trainer.seeks 
senior  editorial  or  production  management, 
southern  NH-  Metro  Boston.  Quark,  Word, 
others. 

E-mail:  JDulouz@prodigy.net  for  resume 


EXPERIENCED  auto  tester  and  computer  gu¬ 
ru  seeks  contributing  writer’s  position  at 
your  magazine  or  newspaper.  Will  custom 
tailor  to  your  format,  exposure  more  impor¬ 
tant  than  pay.  Also  available  for  other  as¬ 
signments.  Contact: 

Opossum@ix.netcom.com 
4901  Green  River  #63 
Corona,  CA  92880 
(909)  340-0631 


"I  hale  lo  basil  the  media.  Iiul  the.se  ga.s- 
j  liags  feetl  the  prolilem." 

I  -Bill  .Maher,  host.  "Poliiitally  Initirreil.  BW 


EDITORIAL 


INCREASE  OVER  50  DEMOGRAPHIC  with 
mature  sophisticated  humorous  look  at 
overwhelming  science,  technology  and  life 
style  changes.  Seasoned  journalist,  http:/- 
/www.sherryart.com/oldestwoman  -  Reply:- 

columnist@sherryart.com 


FREEIANCE 


FROM  COLUMBIA:  Drug  &  Civil  War/US 
role:  sjackson@stillman.edu  or  phone  at: 
HSOOF  841-5722  ext.  8858 

( )iu‘  <  thf  hartU'si  things  m  lift*  is 
w<  tnis  III  y«  uir  art  that  vmi  «.  an  t  lUU'r. 


-J.inK's  l-arl  lout's,  at  It  »r. 


CLASSIFIED  ADVERTISING  INFORMATION 


DEADLINE 


Tuesday  at  noon  (EST)  for  the  next  Monday's  issue. 


LINE  AD  RATE 


Rates  are  per  line,  per  insertion,  3  line  minimum,  approximately  34 
characters/spaces  per  line,  no  abbreviations. 

a/so  includes  online 

HELP  WANTED  ALL  OTHER  CLASSIFICATIONS 


1  week . 

. $12.75 

1  week . 

. $11.70 

2  weeks . 

. $11.85 

2  weeks  . 

. $10.30 

3  Weeks . 

. $10.45 

3  Weeks . 

. $  9.00 

4  weeks . 

. $  8.80 

4  weeks  . 

. $  7.70 

12  weeks  . 

. $  8.40 

12  weeks  . 

. $  6.80 

26  weeks . 

. $  7.50 

26  weeks  . 

. $  5.95 

39  weeks . 

. $  7.25 

39  weeks  . 

. $  5.60 

52  weeks . 

. $  6,90 

52  weeks  . 

. $  5.25 

DISPLAY  AD  RATE 


Camera-ready  veloxes:  Furnish  same  size  camera-ready,  otherwise  a  scanning 
charge  may  be  incurred.  All  halftones  must  be  a  maximum  133-line  same  size 
velox  print. 

Electronic  submission:  Advertising  may  be  submitted  via  e-mail.  For  instruc¬ 
tions,  please  ask  your  account  manager. 

per  inch,  per  insertion.  1  inch  minimum,  1/2  inch  increments 


1  week  . 

.  $139 

12  weeks  . 

. $  108 

2  weeks  . 

.  $126 

26  weeks  . 

. $  103 

3  Weeks  . 

.  $120 

39  weeks  .... 

.  $  97 

4  weeks . 

.  $115 

52  weeks  . 

. $  92 

ORDERS  AND  PAYMENT 


Ads  running  for  12  weeks  or  more  may  be  on  a  contract  basis.  Contracts 
are  non-cancellable.  All  ads  from  new  advertisers  must  be  pre-paid  prior  to 
deadline:  advertisers  with  a  payment  record  in  good  standing  may  be  billed. 
Deadline  is  Tuesday  prior  to  Monday  Publication.  Cash,  check.  VISA. 
MasterCard,  and  American  Express  accepted  All  ads  require  a  signed 
insertion  order,  and  all  ad  copy  must  be  submitted  in  writing  via  mail,  e- 
mail,  or  fax.  We  reserve  the  right  to  reject  any  ad. 


TO  PLACE  AN  AD 


Mail,  fax  or  e-mail  line  advertising  copy.  Please  include  the  following  information 
1 .  Name,  2.Company,  3.  Mailing  Address,  4.  Phone,  5.  Ad  Classification,  6.  No.  of 
insertions. 

Or  Place  your  ad  online  www.editorandpublisher.com 

Please  contact  us  for:  display  ad  copy  specifications  and  procedures. 

Mail:  Editor  &  Publisher  Classified 
770  Broadway,  7th  FI,  New  York,  NY  10003 
Fax:  (646)  654-5312 

TO  REACH  OUR  ACCOUNT  MANAGERS,  CALL: 

TOLL  FREE:  888  825-9149 
ACCOUNT  MANAGERS: 

HAZEL  PREUSS  (EMPLOYMENT-EASTERN  U.S.) 

hpreuss@editorandpublisher.com 

MICHELE  MACMAHON  (  EMPLOYMENT  -  CENTRAL  +  WESTERN  U.S.) 

mmacmahon  ©editorandpublisher  com 

MICHELE  GOLDEN  (SERVICES  +  ALL  OTHER  CATEGORIES) 

mgolden@editorandpublisher  com 


WWW.  editorand  publisher,  com 
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Culture  1 


Culture  Trends 


MIVs 

BUZZWORTHY 

Buzzworthy  songs  are  usually 
by  new,  up-and-coming  artists 
who  MTV  believes  have  special 

The  HollywoodReporter’s  Box  Office 

For  weekend  ending  Mav  28, 2(K)1 

This  Last  4-Day  Days  In  Total 

Week  Week  Picture  Weekend  Gross  Release  Gross  Sales 

1  New  Pearl  Harbor  75,177,654  4  75,177,654 

2 

1 

Shrek 

55,215,620 

13 

111,753,400 

potential.  Of  the  videos  desig¬ 

3 

2 

The  Mummy  Returns 

19,044,005 

25 

170,691,055 

nated  as  Buzzworthy,  the  vast 

4 

3 

A  Knight’s  Tale 

9,110,124 

18 

44,316,010 

majority  have  been  certified 
gold  or  platinum. 

5 

4 

Angel  Eyes 

6,205,705 

11 

18,529,7:32 

6 

5 

Bridget  Jones’  Diary 

4,187,218 

46 

62,:381,548 

Week  of  5/28/01 

7 

6 

Along  Came  a  Spicier 

2,111,674 

53 

70,646,843 

8 

10 

Memento 

1,859,170 

74 

14,424,875 

Artist/Group:  Nikka  Costa 
Song/Video:  "Like  a  Feather" 

Album:  Everybody  Got  Their 
Something... 

9 

9 

Spy  Kids 

1,296,841 

60 

105,226,988 

10 

8 

Blow 

1,242,824 

53 

51,570,006 

11 

7 

Driven 

1,227,553 

32 

30,965,788 

Talk  about  being  born  into  music. 
Costa  sang  at  the  age  of  five  with 

Don  Ho,  who  was  produced  by  her 

12 

11 

Croccxlile  Dundee  in  L.A. 

956,082 

39 

23,828,786 

13 

12 

The  Tailor  of  Panama 

730,38:1 

60 

12,470,576 

14 

17 

The  Golden  Bowl 

467,046 

32 

1,225,465 

father  -  who  in  turn  worked  with 

15 

55 

Save  the  Last  Dance 

463,998 

137 

89,854,151 

Frank  Sinatra.  Her  music  leans 

more  towards  a  fusion  of  rock  and 
soul  (which  recently  landed  her  on 
the  Chris  Rock  Show),  but  not  a 

16 

15 

Crouching  Tiger,  Hidden  Dragon 

460,376 

172 

126,732,089 

17 

16 

Traffic 

369,086 

153 

123,616,998 

18 

24 

With  a  Friend  Like  Harry 

355,905 

39 

1,549,771 

bad  way  to  start  anyway...  ^ 

19 

14 

Kingdom  Come 

354,942 

48 

22,574,258 

Artist/Group:  Craig  David 
Song/Video;  "Fill  Me  In" 

Album:  Born  to  Do  It 

20 

13 

Joe  Dirt 

334,156 

48 

26,964,552 

1 

20 

0  Brother,  Where  Art  Thou? 

;107,202 

158 

43,825,862 

1 

22 

26 

Moulin  Rouge 

264,570 

11 

582,122 

Likening  his  sound  to  legends 

Stevie  Wonder  and  Michael 

Jackson  as  well  as  the  under- 

23 

23 

Amores  Peros 

251,259 

60 

4,682,535 

24 

19 

Chocolat 

230,277 

165 

70,874,122 

25 

22 

Exit  Wounds 

213,181 

74 

51,408,486 

appreciated  Terence  Trent 

I  26 

42 

Startup.com 

191,203 

18 

340,875 

D’arby,  David’s  album  is  set 

27 

27 

Cast  Avcay 

185,886 

158 

233,086,762 

for  release  in  the  U.S.  in  July. 

At  age  18,  he  became  the  youngest 
British  male  to  score  a  #1  UK  hit. 

28 

18 

Enemy  at  the  Gates 

181,636 

74 

50,824,345 

!  29 

88 

Recess:  School’s  Out 

161,718 

102 

35,923,596 

He  has  scored  seven  international 

1  30 

25 

The  Mexican 

153,668 

88 

66,808,615 

#rs  overall... 

©2001  MTV 

©2001  The  Hollywood  Reporter 

{continued from  page  16}  because  you 

couldn’t  launch  it  quickly,”  says  Scott  T. 
Whitley,  the  highly  regarded  ad  director 
at  the  Union-Tribune.  “I’m  glad  we  had 
planned  it  already  because  it  is  certainly 
well-timed;  it  certainly  fits  a  downturn. 

“When  you  look  for  ways  to  increase  rev¬ 
enue,  you  want  to  look  for  the  biggest  pools 
of  money,”  says  Whitley.  “We  put  our  sales 
staff  through  a  year  of  intensive  training  on 
how  to  sell  in  a  broadcast  environment, 
teaching  them  the  terminology,  the 
strategy.”  Whitley’s  reps  evaluate 
advertisers’  TV  and  radio  buys 
“and  look  for  inefficiencies.”  Some 
advertisers  buy  so  much  broadcast, 
he  says,  that  they  reach  “a  point  of 
diminishing  return.” 

There  are  advertisers  who 
become  enamored  of  seeing 
themselves  in  TV  spots  and  fail  to 
realize  that  increased  TV  buys  are 


the  paper  contact  all  of  the  advertiser’s 
suppliers  and  put  together  a  special  section 
for  the  advertiser  and  its  suppliers  —  with 
the  suppliers  paying  for  the  section. 

Post  a  bounty.  Moore,  the  former  ad 
director  who  runs  the  Insight  Edge 
consulting  and  training  firm,  recommends 
offering  reps  a  bounty  for  boosting 
advertising  by  firms  that  are  underspending 
on  newspaper  and  overspending  on  other 
media.  “Put  a  bounty  on  those 
customers,”  he  says,  referring  to 


should  assign  each  outside  rep  to  listen  to  a 
particular  radio  station  while  he  or  she  is  on 
the  road,  Moore  suggests.  “Have  them  keep 
a  log,”  he  says. 

While  Moore  says  many  smaller  papers 
have  used  this  technique  “off  and  on” 
over  the  years,  it  is  particularly  important 
during  a  down  market  to  do  this  sort  of 
unglamorous  work.  As  an  alternative, 
Moore  says  some  smaller  papers  have 
hired  residents  in  senior-citizen  housing 
to  write  down  the  names  of  radio  and  TV 
advertisers  and  keep  track  of  how  many 
electronic  ads  they  are  running. 

Kin^  Harvest  k'HI  surely  come 

With  so  many  money-generating 
tactics  and  strategies  to  exploit  during 
the  down  market,  there  is  no  reason  to 
delay  and  ponder  whether  King  Harvest 
will  surely  come  this  year  or  next  —  or 
two  years  from  now. 


doing  little  to  move  cars  off  their  lots. 

The  Union-Tribune  demonstrates  to  TV 
and  radio  advertisers  that  they  could  move 
more  merchandise  by  switching  to  the 
newspaper  that  part  of  electronic  spending 
that  gets  diminishing  returns. 

Get  more  direct.  Whitley  also  has 
launched  a  campaign  against  direct 
marketers  by  offering  single-sheet  inserts 
at  “con^eiitive”  rates  for  distribution  as 
newspaper  preprints  and  with  the  paper’s 
total-market-coverage  (TMC)  publication, 
products  that  complement  each  other  and 
provide  comprehensive  reach.  With  more 
than  100  sales  reps,  Whitley  has  the  troops 
for  his  two-front  war. 

Whitley’s  strategy  is  designed  to  boost 
sales,  but  it  also  may  have  the  effect  of 
crippling  local  direct-mail  competitors, 
whose  overall  revenue  reaches  into  the 
hundreds  of  millions  of  dollars.  He  says  the 
paper  can  offer  “the  same  level  of  market 
coverage  or  selectivity  that  a  direct-mail 
competitor  can.”  Early  success  in  the  assault 
on  direct  mailers  has  led  that  campaign  to 
“to  double  our  expectation  for  the  year. ... 
Every  dollar  we  take  out  of  broadcast  and 
out  of  direct  mailers,”  says  Whitley,  “is  a  dol¬ 
lar  we  would  not  have  gotten  in  the  news¬ 
paper  otherwise.” 

Boost  supply  side.  Whitley  offers 
another  suggestion  for  coping  with  the 
down  market.  Several  weeks  ago,  he  created 
a  “new-business-development  department” 
to  go  after  nontraditional  newspaper 
revenue  and  expand  a  vendor  section, 
which  has  been  a  very  successful  feature. 

Reps  who  handle  the  vendor  section 
select  a  particular  advertiser,  such  as  a 
furniture  store,  and  get  it  to  agree  to  let 


advertisers  such  as  furniture  stores  or  real- 
estate  agencies  who  spend  90%  of 
their  budget  on  broadcast  while  their 
competitors  in  the  market  do  most  of  their 
spending  on  newspaper. 

Moore’s  bounty  idea  demonstrates  how 
important  it  is  for  newspapers  to  keep  track 
of  where  local  advertisers  are  putting  their 
ad  dollars.  Most  bigger  newspapers  hire 
Competitive  Media  Reporting  to  help 
them  follow  local  ad  spending,  but  smaller 
papers  that  can’t  afford  an  outside  firm  can 
follow  local  spending  on  their  own.  They 


BY  JOE  NICHOLSON 

F  ALL  DOWN-MARKET  STRATEGIES, 

the  most  dangerous  is  selling  off 
the  rate  card.  Many  advertising 
directors,  however,  are  convinced  they 
must  take  the  risk  during  the  scramble  for 
scarce  ad  dollars. 

Going  off  the  rate  card  means  giving  one 
advertiser  —  usually  one  of  a  newspaper’s 
major  customers  —  a  discount  others  don’t 
get.  It  is  often  done  when  a  big  advertiser 
threatens  to  bolt  if  it  isn’t  given  a  special  deal. 
While  ad  directors  almost  always  publicly 
insist  they  never  “sell  off  the  card,”  many  of 
them  are  convinced  that  smart  business 
practice  requires  it,  from  time  to  time,  to 
avoid  serious  losses  of  ad  revenue. 

Often,  ad  directors  create  a  “special 
rate”  that  only  one  or  a  handful  of 
advertisers  can  qualify  for  —  and  maintain 
that  it  doesn’t  constitute  busting  the  rate 


The  boom  economy  over  the  last  decade 
should  be  regarded  like  a  talented  ball 
player’s  days  in  the  minors,  where  it  was 
easy  to  hit  the  ball  out  of  the  park,  and  even 
the  pitchers  looked  like  hitters.  Now,  in  the 
downturn,  everyone  has  to  be  able  to  hit  big 
league  pitching  —  but  if  you  can  get  around 
on  the  fast  one  and  time  the  curve  now, 
under  these  conditions,  you’re  going  to  be  a 
league  leader  in  better  times.  Play  ball!  11 

Research  contributed  by  Adweek  Research 
Editor  Jim  English 


card.  Purists  contend  that  any  violation 
of  the  rate  card,  even  a  minor  one, 
represents  penetration,  however  slight. 
Pressure  on  the  card  intensifies  in  a  down 
market,  especially  with  the  increasingly 
sophisticated  competition  newspapers 
face  from  a  larger  cast  of  media  players, 
including  online  and  cable  TV.  In 
addition,  big  advertisers  sense  newspapers’ 
ad-slump  vulnerability  and  have  become 
more  aggressive  in  demanding  special 
off-the-card  deals. 

While  many  ad  directors  still  insist  off- 
the-card  rates  are  utterly  verboten,  thev'  have 
become  increasingly  common.  “It’s  a  verbal 
thing.  It  appears  now’here,  except  from  the 
billing  department.  It  might  be  on  the  back 
of  a  cocktail  napkin  somewhere,”  sav's  a 
veteran  newspaper  industiy  sales  executive. 
“Despite  protestations  to  the  contrary,  ad 
directors  aD  do  it. ...  It’s  a  dirt>'  little  secret, 


Drawing  new  card  a  gamble 
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but  it’s  almost  universal,”  he  contends. 

A  break  for  one  big  advertiser  may 
prompt  competitors  to  demand  the  same 
deal.  Far  worse,  competitors  may  feel 
betrayed  if  they  aren’t  told  of  a  special 
rate,  and  then  pull  their  entire  schedule. 

Keith  L.  Da\vn,  publisher  of  The  Press 
of  Atlantic  City  (N.J.),  says  he  doesn’t  offer 
special  deals:  “We  haven’t  gone  that  route. 
We’ve  got  bulk  revenue,  frequency-type 
contracts  that  are  fair  for  everybody.” 

But  Roland  Weeks  III,  advertising 
vice  president  at  the  Bradenton 
(Fla.)  Herald,  says,  “My  philosophy 
is  that  anything  I’ve  got  is  available 
for  all  of  my  customers.”  His  volume 
contracts  for  bigger  advertisers  may 
include  some  rates  for  which  only 
one  or  two  or  three  advertisers 
qualify,  he  acknowledges.  Asked  how 
he  would  respond  if  another  adver¬ 
tiser  demands  the  same  deal,  he  says, 
“That’s  kind  of  a  hard,  tough  question. ...  I 
would  try  to  structure  a  very  similar  [deal] 
for  them  and  give  them  the  benefit  of  the 
same  rate.” 

While  publishers  often  speak  about 
general  principles,  ad  directors  tend  to 
describe  their  practices  with  more  qualifi¬ 
cation.  Publishers,  in  fact,  may  purposely 


keep  at  arm’s  length  from  rate  negotiations. 
“A  publisher  needs  to  maintain  the  fiction 
that  he’s  not  involved  in  this,”  says  one 
veteran  industry'  sales  executive,  who  asked 
not  to  be  identified.  “He  leaves  the  sordid 
details  to  the  ad  director.” 

Keeping  a  lid  on  it 

The  greatest  temptation  to  leave  the  card 
often  comes  when  ad  rates  are 
hiked  and  newspapers  need 


Any  chance  to  go 
and  sit  down  with 
an  advertiser  “is  a 
good  thing.” 

MORT  GOLDSTROM 

NAA  D1SPI.AV  Advertising 


help  to  hold  onto  big  advertisers.  Most 
dailies,  especially  the  larger  ones,  raise  rates 
annually,  often  in  or  around  January.  In 
recent  years,  many  rate  hikes  have  been  in 
the  6%-to-10%  range.  That  can  prompt  ad¬ 
vertisers  to  reduce  or  even  cancel  programs. 

“Senior  [newspaper]  management  typi¬ 
cally  does  touch  base  with  major  customers 
when  you  are  raising  rates  [because]  that  is 


TYPICAL  STORY  FRAMES 
CAST  RACE  RELATIONS 
IN  BLACK  AND  WHITE.WANT  TO 
GET  THE  FULL  PICTURE? 
BEEN  TO  POYNTER? 

Reporting  on  Race  Relations 

September  9-14,  2001 
Application  Deadline:  July  1,  2001 

Race  issues  undermine,  redefine,  even  enrich  our  lives.  In  this  seminar, 
reporters,  editors,  copy  editors,  anchors,  and  producers  will  learn  how 
to  interview,  report,  and  write  stories  about  race  relations  that  are 
vibrant  and  more  precise,  interesting,  and  relevant  to  readers,  and 
viewers.  You’ll  learn  how  to  show  the  complexities  of  racial  conflict 
with  perspective  and  advance  your  audience’s  understanding. 

You’ll  get  tips  on  how  to  find  stories  that  are  deep,  honest,  and 
authentic  enough  to  touch  people. 

Poynter. 

EVERYTHING  YOU  NEED  TO  BE  A  BEHER  JOURNALIST 

www.poynter.org/2001/index2001.htm 


DON’T  MISS  THE  APPLICATION  DEADLINE.  APPLY  NOW. 


a  time  when  everyone  re-evaluates  the 
value  of  the  investment,”  says  Mort 
Goldstrom,  the  Newspaper  Association  of 
America’s  (NAA)  vice  president  for  display 
advertising,  who  has  31  years  in  newspaper 
ad  sales.  Discussing  rate  hikes  needn’t  be 
dreaded.  “Any  opportunity’  you  have  to  go 
and  talk  and  sit  down  with  a  customer  is  a 
good  thing,”  says  Goldstrom.  “You  would 
like  to  treat  customers  who  fall  into  the 
s^une  criteria  the  same.” 

Sometimes,  an  ad  director  may  try' 
to  keep  a  big  advertiser  from  bolting 
by  offering  a  rate  so  customized  that 
no  one  else  can  qualify  for  it.  ‘Tou  can 
make  up  an  arbitrary  rate,”  says  the 
veteran  industry'  sales  executive.  “You 
can  make  a  rate  for  electronics  that  are 
sold  on  Sunday.”  That  strategy,  of 
course,  can  unravel,  particularly  given 
the  trend  for  advertisers’  employees  to 
jump  between  competitors. 

“The  question  is,  can  you  keep  a  lid  on 
this?”  says  the  sales  executive.  “Otherwise, 
you  have  to  be  able  to  verbally  justify'  it 
based  on  some  criterion  —  you  have  to  be 
able  to  split  hairs.  That’s  usually  what 
happens.  You  do  your  mea  culpa.  You 
apologize,  and  you  give  them  the  same  rate. 
But  that  puts  your  whole  rate  card  in 
question  going  forward.” 

As  lagging  sales  threaten  the  sanctify'  of 
rate  cards,  some  ad  directors  say  they 
confront  increasingly  suspicious  major 
advertisers  who  ask  questions  starting  with, 
“We  hear  rumors  that  so-and-so  is  getting  a 
better  rate ...  ”  But  NAAs  Gkildstrom  insists 
newspaper  ad  directors  nowadays  are  “too 
well  prepared”  to  get  caught  in  an  ad-rate 
meat  grinder.  It  is  “very  rare”  that  a  major 
advertiser  pulls  out  of  a  paper  because  it 
learns  its  competitor  got  an  off-the-card 
deal,  he  maintains.  “Ad  directors ,”  he  says, 
“don’t  box  themselves  into  that  comer.” 

One  respected  newspaper  ow'ner,  howev¬ 
er,  says  papers  wall  only  damage  themselves 
if  they  neglect  the  economic  downturn’s 
impact  on  their  major  advertisers.  “Why 
not  help  your  advertiser  along  by  giving 
them  some  more  space?”  suggests  David 
H.  Black,  w'ho  owns  the  Honolulu  Star- 
Bulletin  as  well  as  a  second  daily  and 
scores  of  U.S.  and  Canadian  weeklies. 

“The  advertisers  will  see  you  as  helping 
them  out  in  tough  times. ...  For  many 
[dailies],  it  doesn’t  really  cost  anything  to 
provide  some  free  advertising  or  diseounted 
2idvertising  on  Monday  or  Tuesday.” 

Of  course,  Black  cautions,  “You  have  to 
be  smart  about  it.  You  have  to  be  fair  — 
and  you  better  make  it  a  short-term  thing 
...so  advertisers  don’t  it.”  11 
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Speakers,  including  ‘The  Simpsons’  creator  Matt  Groening,  hail 
from  the  mainstream  and  alternative  ends  of  the  business 

BY  DAVE  ASTOR 

BOCA  RATON,  FLA. 

The  National  Cartoonists  Society  (NCS)  put  the 
spotlight  on  mainstream  mavens,  alternative  artists, 
and  creators  with  a  foot  in  both  worlds. 

Jack  Davis  of  Mad  magazine  fame  won  the  “Reuben” 
as  top  cartoonist  of  the  year  at  the  May  25-27  event. 
Mike  Peters,  a  past  Reuben  and  Pulitzer  Prize  winner,  was  roasted. 
Speakers  included  Dan  Piraro  (“Bizarro”),  Matt  Groening  (“The 
Simpsons”),  and  self-syndicated  alternative  cartoonist  Lynda  Barry. 

Peters,  whose  “Mother  Goose  &  Grimm”  gy  to  look  decades  younger.  There  was  also 

comic  and  Dayton  (Ohio)  Daily  News  edi-  a  video  of  Peters  sleeping  with  a  blow-up 

torial  cartoons  are  syndicated  by  Tribune  doll  that  looked  like  Blondie.  (Dagwood 
Media  Services  (TMS),  was  comedically  as-  was  unavailable  for  comment.) 


saulted  in  veuious  ways.  Several,  including 
“Family  Circus”  co-cartoonist  Jeff  Keane 
and  Lexington  (Ky.)  Herald-Leader l\Jn\- 
versal  Press  Syndicate  editorial  cartoonist 
Joel  Pett,  did  dead-on  imitations  of  the 
bubbly  Peters.  “Tank  McNamara”  artist  Bill 
Hinds  of  Universal  did  a  Web  animation 
showing  Peters,  57,  using  modem  technolo- 


And  there  were  rewritten  “Mother 
Goose”  strips  (one  had  Grimmy  the  dog 
giving  genital  herpes  to  the  mailman),  a  “To 
Tell  the  Tmth”  spoof,  humorous  remarks 
by  TMS  executive  Walter  Mahoney,  and  a 
dueling  “chalk  talk”  between  Peters  and 
Mike  Luckovich  —  who  does  “SuperZeroes” 
for  TMS  and  editorial  cartoons  for  the  At- 


Ann  and  Abby 
in  hall  of  fame 

Twin-sister  advice  columnists 
Ann  Landers  and  Abigail  Van 
Buren  will  be  inducted  into  the 
American  Association  of  Sunday  and 
Feature  Editors  hall  of  fame  during  the 
AASFE  convention  in  Chicago  Oct.  3. 

“Certainly,  no  two  people  have  attracted 
more  readers  to  feature  sections  and  kept 
them  there  over  the  years,”  said  the  South 
Florida  Sun-Sentinets  Dan  Norman,  chair 
of  the  hall  of  fame  committee. 

The  82-year-old  Landers  and  Van 


Buren  each  appear  in  about  1,200 
newspapers  via  Creators  Syndicate  and 
Universal  Press  Syndicate,  respectively. 

NeWSCOM  REVAMPS  WEB  SITE 

NewsCom  has  redesigned  its  Web  site 
(http://www.newscom.com),  according  to 
Tribune  Media  Services  (TMS). 

The  site  offers  photos,  graphics,  news, 
features,  and  other  material  to  more  than 
2,000  media  customers  worldwide.  The 
50-plus  content  providers  include  TMS, 
Knight  Ridder/Tribune  Information 
Services,  the  New  York  Times  News 
Service,  the  New  York  Times  Syndicate, 
and  the  Washington  Post  Writers  Group. 


lanta  Constitution  and  Creators  Syndicate. 

Earlier  in  the  day,  Piraro  spoke  about  fol¬ 
lowing  in  Garv'  Larson’s  footsteps.  He  suc¬ 
ceeded  Larson  at  Chronicle  Features  after 
“The  Far  Side”  creator  moved  to  Universal, 
and  joined  Universal  around  the  time  Lar¬ 
son  retired.  “I’m  waiting  for  a  phone  call 
from  his  wife  if  he 
ever  falls  out  of  a 
tmck,”  he  quipped. 

Piraro  recalled, 
when  first  getting 
syndicated,  panicking 
at  the  prospect  of 
needing  a  daily  gag 
for  life.  “What  if  I’m 
bom  with  only  so 
many  jokes  in  my  head?”  he  asked  himself. 

Barr\'  compared  cartoon  characters  to 
imaginary  friends  that  some  children 
have.  As  a  kid,  “I  was  jealous  of  friends 
who  had  imaginaiy  friends,”  she  said.  “So  I 
had  imaginary  imaginaiy  friends!”  Now, 

I  Barry  has  cartoon  characters,  but  “I  don’t 
feel  obligated  to  have  a  punch  line.” 

Groening,  who  said  cartoonists  need 
to  make  themselves  laugh  to  possibly 
make  readers  laugh,  still  does  his  “Life  in 
Hell”  comic  for  alternative  papers.  And 
Universal  will  resume  smdicating  a 
“Simpsons”  Sunday  strip  in  August. 

Groening  and  “Rose  is  Rose”  creator  Pat 
Brady  of  United  Media  (UM)  were  Reuben 
runners-up.  Among  the  13  NCS  categoiy 
winners  were  Piraro  (comic  panel),  “Tiger" 
creator  Bud  Blake  of  King  Features  Syndi¬ 
cate  (comic  strip),  and  Jeny  Holbert  of  the 
Boston  Herald  and  UM  (editorial  cartoons). 
Cartoonist  Tom  Gill  received  the  first  Tim 
Rosenthal  Aw  ard  for  Volunteerism,  named 
after  the  late  American  Color  e.\ecutive. 

The  weekend  began  with  a  King-spon¬ 
sored  reception  marking  the  50th  birthday 
of  “Dennis  the  Menace”  at  the  International 
Museum  of  Cartoon  Art,  where  a  show  on 
Hank  Ketcham’s  comic  mns  to  Aug.  26.  11 

et  cetera  . . . 

Eric  devericks  of  Oregon  state 

gets  the  John  Locher  Memorial  Award 
for  college  cartooning  at  the  Association  of 
American  Editorial  Cartoonists'  meeting  in 
Toronto  June  30. ...  The  AAEC  has  changed 
its  Web  site  (http://pc99.detnews.com/ 
aaec). ...  “Parent  to  Parent”  columnists 
Betsy  Flagler  and  Beverly  Mills  of  United 
Media  did  a  special  series  on  child  care. 


Mike  Peters 
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may  work  there  as  it  did  for  a  mill  in  Ka- 
puskasing,  Ontario  (E^P,  Aug.  31, 1991). 

Abitibi  upset  the  union  just  weeks  before. 
It  sought  a  no-strike-or-lockout  pact,  attri¬ 
tion,  and  “industry-pattern”  compensation 
at  its  Iroquois  Falls  mill  when  contracts  ex¬ 
pire  in  three  years.  One  machine  was  shut 
down  tw'o  years  ago;  now,  the  shutdown  of 
specialty-paper  production  on  one  of  the 


BY  JIM  ROSENBERG 

By  far  the  biggest  in  the  business  since  the  No.  1 
newsprint  maker  joined  its  close  North  American 
runner-up  in  1997,  then  grew  with  last  year’s  acquisi¬ 
tion  of  an  expanded  Donohue  Inc.  and  this  year’s  larg¬ 
er  stake  in  an  overseas  venture,  Abitibi-Consolidated 
continues  its  post-merger  program  of  trimming  higher-cost  opera¬ 
tions,  while  curtailing  production  to  meet  diminished  demand. 

Two  Ontario  mills  are  the  latest  to  be  hit  until  fall  at  its  mill  in  Kenora,  Ontario, 
by  consolidation  and  a  subsequent  down  At  the  same  time,  Abitibi  said  that 

market  that  have  led  to  downtime  and  following  its  50,000  tons  of  market-related 

downsizing  as  mills  are  sold  and  machines  downtime  in  April,  it  cut  the  same  amount 
idled.  Abitibi  markets  6.3  million  metric  in  May  and  will  do  so  again  this  month, 
tons  of  newsprint,  including  that  from  Cutbacks  in  Kenora  will  permanently 

Boise  Cascade’s  DeRidder,  La.,  mill.  And  remove  180,000  tons  from  the  m^u•ket  and 
the  410,000  tons  from  its  Singapore-based  147  jobs  from  the  mill.  Another  333  workers 

Pan  Asia  joint  venture  (Asia’s  largest  pro-  will  be  laid  off.  Canada’s  Communications, 
ducer)  will  rise  to  615,000  tons  this  year  Energy,  and  Paperworkers  Union  (CEP) 
when  Abitibi  and  Norske  Skog  buy  out  Vice  President  Cecil  Makowski  charged 

their  partner.  South  Korea’s  Hansol  Paper.  Abitibi  with  “abandoning  another  northern 
To  manage  that  growth  to  efficiently  Ontario  community  while  ...  it  expects  to 

meet  demand,  Abitibi  launched  a  program  maintain  cutting  privileges  in  the  public 
to  remove  400,000  tons  of  “high-cost,  forest.”  Under  the  circumstances,  he  con- 

excess  newsprint  capacity.”  Late  last  month,  tinned,  Abitibi  should  be  denied  “access  to 
it  said  it  will  conclude  the  effort  this  month  the  province’s  natural  resources.”  Makow- 

when  it  permanently  shuts  down  one  ski  called  on  Abitibi  to  work  with  CEP  to 

machine  and  idles  the  two  others  at  least  sell  the  mill,  and  said  employee  ownership 


Abitibi’s  smallest,  oldest  machine  to  shut  down 

two  remaining  machines  will  occasion  at 
least  200  more  job  losses.  Improved  some¬ 
what  since  it  was  built  in  1915,  the  machine 
is  Abitibi’s  oldest  and  smallest,  according  to 
spokesman  Denis  Leclerc.  Abitibi  did  not 
consider  CEP’s  proposal  to  sell  the  machine 
to  employees.  The  mill,  said  Leclerc,  lacked 
the  “physical  environment  that  can  allow 
this  sort  of  arrangement.” 

CEP  said  a  tentative  agreement  to  pre¬ 
vent  a  shutdown  was  presented  last  Mon¬ 
day  to  union  members.  They  rejected  the 
proposed  restructuring  (reportedly  accept¬ 
ed  by  the  mill’s  three  other  unions)  the  next 
day,  according  to  Abitibi,  where  Senior  Vice 
President  Denis  Jean  said,  “we’re  left  with 
no  other  alternative”  to  a  shutdown.  Ma¬ 
kowski  did  not  return  a  call  for  comment. 

Leclerc  said  a  wire  report  that  Abitibi 
threatened  to  close  its  Grand  Falls,  New¬ 
foundland,  mill  was  wrong.  “We  were  able 
to  come  up  with  a  solution  to  reduce  the 
operating  costs,”  he  said.” 

Coming  off  record  results  in  fiscal  2000, 
Abitibi  posted  first-quarter  2001  net  in¬ 
come  of  C$132  million  on  net  sales  of  C$1.7 
billion  —  well  above  net  income  of  C$51 
million  on  sales  of  C$656  million  a  year 
earlier  (without  Donohue)  and  short  of  the 
C$148  million  on  C$1.8  billion  in  sales  in 
the  preceding  quarter  (including  Dono¬ 
hue).  The  company  has  not  retreated  from 
CEO  John  Weaver’s  late-April  forecast  that 
a  recovery  in  advertising  and  newsprint  use 
will  begin  in  the  second  half  of  this  yesu'.  11 


most  experienced  executive 
recruiting  firm  in  the  newspaper  industry 


yl'i/oxt  than  two  decades  successfully  recruiting 
superior  corporate  executives,  publishers,  editors, 
managers  in  all  depanments. 
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MARK  LUDAK, 
PHILADELPHIA 
DAILY  NEWS 


■  three  real 
gone  chicks. 
A  thief  made  off  with 
three  tic-tac-toe- 
playing  chickens  at 
the  Pennsylvania 
State  Fair  in 
Bensalem.  These 
were  dancing  chick¬ 
ens  -  poultry^  in 
motion  -  and  they 
were  all  unbeaten, 
too.  ‘You  can  tie 
them,”  says  fair 
spokeswoman  Carole 
Morganti,  “but  so  far 
no  one  has  beaten 
them.”  And,  it  is 
hoped,  no  one  has 
eaten*  hem.  —  G.M. 


HEY’RE 


^ 
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_ THE  BEST  —  AND  REST  —  OF  THE  PRESS 

“H^Vr  to  operate  xcith  a  loxcer  number 
of  people  If  in  thefutnrej." 

-  TONY  RIDDER,  ON  STAFF  CUTS  BEING  PERMANENT 


No  ifs,  ands,  or  butts 

You  MIGHT  SAY  THAT  ThE  SaN  DiEGO  UNION- 
Tribune  chose  to  “say  no  to  crack"  when  it  de¬ 
cided  to  can  iongtime  poiiticai  cartoonist  Steve 
Kelley  last  week  over  a  cartoon  showing  teens 
with  pants  hitched  revealingly 
low.  An  adult  nearby  quips  that 
surely  there  will  be  no  shortage 
of  plumbers  in  the  future. 

Although  the  U-T  isn’t 
commenting,  Kelley  says  he 
was  fired  after  a  heated 
exchange  with  an  editor. 

Kelley:  Crack  While  Copley  News  Ser- 
is  whacked  vice,  syndicator  of  Kelley’s 
work,  said  client  papers 
used  the  cartoon,  it  did  not  run  in  the  U-T. 
“Sadly,  the  cartoon  that  gave  rise  to  my 
dismissal  is  not  controversial  at  all,”  Kelley 
told  E&P.  “Rather,  the  editorial  page  editor 
took  exception  to  my  depicting  ‘butt 
cracks.’  I  had  a  year  previously  published, 
with  his  blessing,  a  cartoon  based  on  the 
emperor’s  new  clothes  which  showed  an 
entirely  naked  behind.”  —  Joel  Davis 


A  few  blind  items 


The  Pan  American  Games  for  the  Bund 
came  to  Spartanburg,  S.C.,  last  week. 
Knowing  that  the  athletes,  and  some  of  the 
fans,  could  not  read  its  coverage,  the  local 
Herald-Journal  assigned  a  reporter  to 
compile  one  page  of  text  (8  by  1 1  inches) 
summarizing  the  previous  day’s  news  and 
results.  Someone  then  took  the  text,  in 
Microsoft  Word,  to  the  nearby  School  for 
the  Deaf  and  Blind  where  a  librarian 
converted  it  into  braille  using  a  computer. 

Sports  Editor  Jim  Fair  tells  £&P  it  was 
so  well-received  that  he  now  plans  to  do 
something  similar  covering  the  school’s 
sports,  thus  opening  “a  new  line  of 
communication  between  our  paper  and  a 
segment  of  our  community  we’ve  never 
reached  before.”  —  Greg  Mitchell 
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Getting  It  Right 


How  aggressive  public  relations  shifted  the  focus  to  gray  areas 
between  accounts  given  by  Bob  Kerrey  and  the  seventh  SEAL 


Bob  Kerrey  —  Vietnam  War  hero,  former  U.S. 

senator,  and  now  president  of  New  York’s  New 
School  University  —  had  a  grave  public-relations 
problem.  In  The  New  York  Times  Magazine  April  29 
and  on  CBS’  “60  Minutes  II”  May  1,  a  raid  he  had 
conducted  on  the  Vietnamese  village  of  Thanh  Phong  in  1969  had 


been  vividly  and  accusatorily  recounted. 

One  of  the  seven  Navy  SEALs  on  that  raid,  Gerhard  Klann,  had 


said  in  both  stories  that,  at  Kerrey’s 
command,  more  than  a  dozen  women  and 
children  were  herded  together  and  shot  to 
death,  at  close  range;  that  a 
surviving  baby,  still  crying, 
also  was  finished  off;  and  that 
Kerrey  himself  earlier  put  his 
knee  on  an  old  man’s  chest  as 
Klann  slashed  his  throat. 

Kerrey,  in  both  stories, 
denied  Klann’s  version,  saying 
that  on  that  moonless  night,  in  a 
fiw-fire  zone,  his  squad  had 
been  shot  at  and  returned  fire, 
from  a  distance.  They  later 
found  the  corpses  in  the  village.  On  “60 
Minutes  II,”  Kerrey  said  that  the  event  was 
not  a  war  crime.  Calling  the  killings  an 
“atrocity ...  is  pretty  close  to  being  right, 
because  that’s  how  it  felt,”  he  explained. 

But  Klann  said  unequivocally:  “We  just 
basically  slaughtered  those  people.” 

In  the  torrent  of  coverage  that  followed, 
there  were  calls  for  an  official  investigation 
of  what  actually  did  happen  in  Thanh 
Phong  in  the  utter  darkness,  as  Kerrey 
described  it. 

A  few  researchers  pointed  out,  for 
example,  that  according  to  the  U.S.  Naval 
Observ'atory  the  moon  was  60%  visible 
that  night  until  an  hour  after  the  last 
survivor,  the  ciying  baby,  was  killed. 


However,  the  majority  of  the  commen¬ 
tary  in  newspapers  and  on  radio  and  TV 
echoed  three  U.  S.  senators  —  John  Kerry, 
Chuck  Hagel,  and  Max  Cleland 
—  who  served  in  Vietnam  and 
wrote  in  The  Washington  Post: 
“Many  people  have  been  forced 
to  do  things  in  war  they  are 
deeply  ashamed  of  later.  Yet  for 
our  country  to  blame  the  war¬ 
rior  instead  of  the  war  is  among 
the  worst  and,  regrettably,  the 
most  frequent  mistakes  we  as  a 
country  can  make.”  And  others 
claimed  that  the  fundamental 
complicity  was  of  the  members  of  Congress 
and  presidents  who  sent  these  and  so  many 
other  young  men  to  fight  that  questionable 
war  that  cost  so  many  American  lives. 

Soon,  however,  Kerrey’s  raid  was  off  the 
front  pages,  as  well  as  the  inside  ones,  and 
his  name  since  has  been  seldom  heard  on 
talk  radio  or  TV.  There  has  been  no  indica¬ 
tion  there  will  be  an  official  investigation. 

What  helped  quiet  the  story  was  a  state¬ 
ment  by  five  other  Navy  SEALs  on  the  raid 
that  Kerrey,  not  Klann,  has  provided  a  true 
account  of  what  happened. 

Only  briefly  and  fitfully  noted  in  the 
press,  however,  was  the  role  a  PR  firm 
played  in  selling  Kerrey’s  version  of  events. 

On  April  30,  the  New  York  Post  reported 


!  that  a  “PR  firm  doing  damage  control  for  I  j 

I  Kerrey”  had  transported  the  five  other  Navy 
i  SEALs  to  New  York,  had  put  them  up  at  an 
j  East  Side  hotel,  and  had  them  meet,  at  Ker-  ^ 
rey’s  home,  until  2  a.m.  to  thrash  out  a  con¬ 
sensus  of  what  they  would  say  happened  in 
Thanh  Phong  in  1969-  “At  that  meeting,” 

Time  reported  May  7,  the  six  SEALs  “talked 
I  the  raid  over  for  the  very  first  time.”  By  late 
j  afternoon  of  the  same  day  the  meeting 
ended,  Kerrey  was  emboldened  enough  t 
j  to  claim  that  sections  ofthe  media  were  I 
involved  in  a  conspiracy  against  him.  1 1 

The  Post  story  said  the  PR  firm  was 
based  in  Washington.  But  many  New 
I  York  newspeople  know  that  the  most  take-  !; 

!  no-prisoners  star  of  the  PR  firmament  was  j  i 

I  New  York’s  John  Scanlon.  He  died  suddenly  1 1 

of  a  heart  attack  soon  after  the  Kerrey  stoiy  j , 
broke,  but  a  fnend  had  asked  him  —  as  | ! 

;  news  came  of  the  impending  New  York  j ' 

Times  and  “60  Minutes  II”  stories  — 
whether  Kerrey  had  become  his  client.  ' 

j  “I’m  giving  him  advice,”  Scanlon  said.  j 

'  And  what  Kerrey  did  fit  the  Scanlon  ; 

strategic  pattern  —  counter  an  adverse  j 

story  immediately  by  giving  your  side  in  [  j 

as  many  interviews  as  you  can  get.  j 

I  can’t  prove  that  Scanlon  himself  !  | 

I  gathered  together  the  five  corroborating  ! 

SEALs  so  that  they  and  Kerrey  could  tell  a  j 
common  story.  But  the  meeting  did  take  I 
place,  and  it  reminded  me  of  New  York’s  j 

j  48-hour  rule,  under  which  city  police  j 

[  officers  accused  in  the  press  of  especially  i 

i  outrageous  conduct  are  given  48  hours  | 

'  during  which  they  do  not  have  to  speak  ! 

to  anyone  —  including  internal-affairs  I 

investigators  with  the  police  department. 

1  During  those  reflective  48  hours,  the  cops 
!  can  orchestrate  a  common  explanation  of  ! 
what  they  will  say  happened.  | 

Nationally,  most  Americans  don’t  know 
about  Kerrey’s  closed-door  meeting  without 
the  seventh  SEAL,  Gerhard  Klann,  who 
works  in  a  steel  mill  in  Butler,  Pa.,  and 
!  can’t  afford  a  PR  firm. 

Largely  forgotten  is  a  point  made  in  an  i 
April  30  letter  in  The  New  York  Times  by 
'  reader  Patricia  Sette:  “Everyone,  including 
Mr.  Kerrey,  seems  to  think  that  this  story  is 
about  him. ...  Real  human  beings ...  suffered 
i  a  terrifying  and  undeserved  death.  No 
1  matter  what  degree  of  understanding 
j  Kerrey  deserves,  it  is  the  victims  who  are  | 
i  at  the  center  of  the  story.”  11  j 
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